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ABSTRAKT 
Diplomová práce se zabývá problematikou založení tenisového centra a jeho šíĜením formou 
franchisingu. Práce obsahuje teoretickou část, analýzu současné situace a návrhovou část. V 
analýze současné situace je Porterův 5 faktorový model konkurenčního prostĜedí, SLEPTE 
analýza, analýza současné konkurence a také identifikace segmentu cílového zákazníka. 
Návrhy a doporučení zahrnují dvČ varianty pro založení tenisového centra a šíĜení 
franchisingového konceptu. Výstupem práce je ucelený projekt na založení tenisového centra 
a jeho šíĜeni formou franchisingu. 
 
ABSTRAKT 
This thesis deals with the establishment of a tennis centre and its extension through the form 
of franchising. The work contains a theoretical part, analysis of current situation, and 
proposals and recommendations. In the analysis of current situation there is Porter´s 5 factor 
model of competitive environment, SLEPTE analysis, analysis of the current competition and 
also the identification of the target customer segment. Proposals and recommendations 
include two variations for the establishment of the tennis centre and extension of the franchise 
concept. The outcome of this work is a comprehensive project for establishing a tennis center 
and its extension through the form of franchising. 
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Introduction 
 
The thesis is based on the topic of a business plan for the establishment of business in the 
field of leisure activities, namely a business plan for a tennis center and its extension through 
franchising. 
I decided to choose this theme, as the thesis, because I have already been working as a tennis 
coach for a long period of time and the study in the United Kingdom showed me the option or 
to be more precise the concept of franchising of a tennis center which I have not seen both in 
the Czech Republic and in central Europe before. In my youth years, I have attended many 
trainings, and even as a coach I have worked in many different tennis centers. Thanks to this, 
the experience I gained from the study and my current coaching practice, I have large 
experience that I am able to use. For these reasons, I decided to create a business plan for a 
tennis center and its extension through franchising. 
Another factor which initiated the selection of the tennis center as such is the fact that the 
popularity of tennis in the Czech Republic is rising. It is rising thanks to the achievements of 
men in the Davis Cup and also thanks to the achievements of women in the Fed Cup. Both our 
national teams have been at a very good level during the past years and their successes carry a 
wide media coverage of this sport. And with the media coverage there usually comes a greater 
interest in the sport. For establishing a company one of the key documents is a business plan. 
Thanks to this plan the businessman is more clear in advance about what they are to 
commence and what can the investment bring. They will make a clear idea about what the 
legal aspects of business are, what kind of business to choose, what is the competition in the 
intended field of industry, and also they will state the objectives which they intend to achieve 
when entering into business. At the same time this document is important for investors who 
are considering putting resources into this business. A business plan is important when 
deciding on new investment. And it is also good for the investors to form a coherent file that 
tells them if it is worth it to put resources into a new project. 
The diploma thesis is divided into several sub-parts, with complex output in the form of a 
quality and viable business plan which is feasible in practice. 
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Aims of the work 
 
The aim of this thesis is to create a business plan for the establishment of a tennis and leisure 
center for children, youth and adults with the focus on tennis and extension of these centers in 
the form of franchising. This business plan should provide analysis of competition, market, 
potential customers and should also evaluate the possibilities of realization, if the project can 
be put into practice, and if it can be further expanded in the form of franchising in the Czech 
Republic and abroad.  
The work is divided into five well arranged chapters. The first chapter defines the aims and 
outputs of the work. 
 The second chapter is devoted in detail to the required theoretical knowledge, which is 
necessary for processing of a good business plan. These findings are based on studying of 
professional literature dealing with business environment, marketing and strategic 
management as well as the relevant laws of the Czech Republic, which are necessary for 
business.  
The third and fourth chapter already deal with the issue of establishing of the tennis center. 
The third chapter contains an evaluation of the current state of the field in the form of analysis 
of the external environment of the company and the field environment, it also deals with 
existing competitors and defines target segments of customers. 
 The fourth chapter is devoted to the elaboration of the business plan as such. For the business 
plan there are selected two possible variations of implementation. One variation counts with 
construction of a new tennis center, the second one with extension of the concept as a 
franchise license. When determining the profitability of individual variations the attention is 
paid especially to the calculations of income and expenses, processing of cash budget and to 
overall evaluation of investments. Further points, which this chapter deals with, are laying out 
of applicable marketing tools, organizational structure, schedule of implementation, and 
options of financing. 
 The fifth and final chapter assesses the work as a whole and its benefit for potential investors. 
The outcome of this work should be an integrated, profitable and mainly feasible business 
plan. 
10 
  
 
 
1 Theoretical basis of the thesis 
 
1.1 Introduction to business 
 
Business, the position of businessmen and relationships connected with business are dealt 
with under section no. 513/1991 of Sb., the Commercial Code in the Czech Republic as 
amended. In cases that cannot be dealt with according to the Commercial Code, we follow the 
Civil Code and if there occurs a case which is not able to be dealt with according to 
legislation of the Czech Republic, we should follow business habits. (1) 
Business is defined in the Commercial Code under section 2 this way: “By business we 
understand continuous activity which is undertaken solely by a businessman in their name and 
in their own responsibility in order to obtain profit.” Ě1) 
The defining factor of business is a businessman. It is a person who should be able to manage 
and run a company. They are responsible for their decisions which are connected with 
business. They decide about the subject matter of their business, about products which will be 
produced and about the quantity of products. Further on they decide about which sources to 
use and about the span of their business not in the least about customers whose needs they 
want to fulfil.” Ě2) 
 
1.2 Business plan 
 
Business plan is a key document when starting a business. The quality of processing of a 
business plan may influence not only the onset of business but its process, too.  A good idea, a 
business plan, may have influence on obtaining of funds from financial institutions which 
play an important role in successful business. 
One of the definitions of a business plan is for example: “A business plan is a written 
document processed by a businessman describing all vital internal and external factors 
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connected with foundation of a new company. A business plan is usually described as a game 
plan or atlas which contains answers for questions like where I am, where I am going and how 
can I get there. Potential investors and supplier will not only require a business plan but they 
will insist on submitting it.” Ě3) 
A business plan must be processed in a complex way to be able to capture attention of all 
potential readers. Those can be investors, bankers, employees, consultants, suppliers and 
further people who can be in touch with our business in the future. The bigger the future 
company is the deeper intention of the business plan should be. The structure of a business 
plan also depends on if the company is going to sell products or services. (3) We also have to 
take into consideration that business is our priority. On the contrary for whom it is not a 
priority is a potential investor or a bank which will invest into our project. 
That is why we have to adhere to these basic points in our business plan in order not to lose 
interest of somebody who will assess our application. Our business plan has to be clear, 
concise, logical, true and, everything must be based on numbers. (4) 
Even though a business plan contains a lot of information that is based on assumptions and 
future development of market which the company plans to enter, processing of the plan is 
important to obtain greater overview of factors which will influence our company on the 
market. Not less important is the risk assessment that we can meet and awareness whether 
such business is good and if it brings us the expected profit. It is much better to invest less 
funds into our business plan than to start business hastily and lose much more. (3) 
 
1.2.1 Business Plan Structure 
 
Business plan structure depends on the field in which the company wants to succeed and it 
also depends on whether the company will offer products or services. Every business plan is 
therefore specific. Business plan usually consists of these parts: 
- realisation resume 
- company characteristics and its aims 
- organizational management and managerial team 
- overview of basic results and conclusions of technological-economic study 
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- summary and conclusions 
- attachments (5) 
I find it very important to add that even a perfectly made business plan which fulfils all 
criteria given does not guarantee success. Every project which we are trying to bring to life 
could be considered risky and its success can be determined after its realization and following 
evaluation.   
 
Realisation resume 
This brief summary is the first part of a business plan which will be read first by the investor. 
It should be processed with precision and it should state basic characteristics of the company 
in a brief and convincing way. Because it should contain all important information from the 
whole project, it should be processed in the very last stage of a business plan. 
As a part of a realisation resume there should be: 
- the name and address of the company, telephone number (or fax number if possible) and a 
contact person 
- characteristics of the product, service which the company will offer, its specification and 
advantages and its relationship to rivals 
- description of markets on which the company wants to succeed and description of customers 
who the company wants to address and a future plan for the next 3-5 years including aims 
which the company wants to reach 
- evaluation of managerial skills, abilities and experience of key employees 
- financial aspects of the project such as the amount of the input capital needed, expected 
revenues in the future 3-5 years and from this deriving revenues of the potential investor (5) 
 
Characteristics of the company and its aims 
If we talk about an already functioning company, these characteristics should involve the past, 
the present and the future of such company. In the case of a new company, the past should be 
substituted by motives which lead to foundation of a new company. The past should sum up 
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activities of this company since its foundation, achieved results and financial statements 
which will demonstrate financial flows in the company and the ways of funding so far. 
With a newly founded company there should be a businessman´s vision attached in the 
attachment together with their supposed ways of funding. 
 
Another important part of a business plan should be characteristics of product and services 
which the company intends to offer. It is needed to identify end customers, and advantages 
which our product or service will bring. Further on it is needed to describe rival´s services, 
products and to estimate their future development in the relationship to our company. Last but 
not least we should set out distribution channels which will be used and marketing we intend 
to use for our product and service. Aims which we will define should be realistic and at the 
same time sufficiently motivating and should be expressed in a clear and concrete form. (5) 
(6) 
 
Organising of management and managerial team 
This part of a business plan should include: 
- organisational scheme – clear lay out of powers and responsibilities of individual employees 
- leading roles characteristics – from the point of view of their relationship to the company 
and their future contributions for the company 
- rewarding policy – clear definition of according to which criteria the employees will be 
rewarded (5) 
 
Basic results and findings review of technical-economical project study 
In this study the businessman should sum up the analysis of results of the economic 
profitability study of the project. They should take into consideration payback return of the 
project, inner revenue percentage and the whole project viability regarding financial flows.   
The technical-economic study sum up should contain results concerning manufacturing 
programme, in detail offered services. Further on there should be market and competitors 
analysis, analysis of marketing strategies, of labour force, financial-economic analysis and 
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project risks analysis. Risks analysis should cover all key risks factors and their potential 
impact on the company. It should also contain correction plans in the case of eventual risks 
impact in order for the company to be able to react in a flexible and effective way. In this way 
the potential risk connected with the project for the investor should be lowered. (5)    
 
 
Summary and conclusion 
The final part of the business plan should contain the sum up of the above mentioned and 
unfinished chapters of the business plan. An important part of the conclusion is the timetable 
of realization of the project. We should pay attention especially to: 
- total strategic focus of the project and coordination of all its aspects in order to fulfil long 
term aims 
- reasons why this project should be successful and benefits of individual members of the 
team which will successfully put the project into reality 
- stating unique features of the company 
- stating requirements for funding of the project 
- percentage share which falls on the founder of the company and eventually on investors (5) 
 
 
Attachments 
Among attachments there will be results of market research analysis, eventually references 
from important people, financial statements and another important documents for the project 
which cannot be included in the elaboration as such. (5)(7) 
 
Possible reasons for no success 
There are reasons which can even a well processed business plan, which has been put in 
practice, lead into no success. The most common reasons are as follows: 
- the businessman chose inappropriate goals 
- chosen goals are not measurable 
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- not well executed time management of the businessman, they are not able to divide time 
between their family and business 
- bad reactions to potential threats and risks 
- the businessman did not find out in advance customer interest in the product or service 
offered (7) 
1.2.2 Legal forms of business 
In the Czech Republic there are two basic options of business. The first option is business of a 
natural person which is stated under section no. 455/1991 Sb., about trade business as 
amended. The second option is business of a legal entity which is stated under section no. 
513/1991 Sb., which is the Commercial Code as amended. 
The right choice of the business option is one of the most important strategic decisions. This 
is a long term decision and that is why it should be well thought through. When choosing the 
right option there are many important points of view such as legal, tax or for example 
administration demands. 
The most important criteria that should be taken into consideration are as follows: 
- the method and degree of liability for obligations arising out of business entity 
- the amount of minimum registered capital of the company 
- the tax burden 
- the required number of people needed for foundation of a company 
- the method of management and decision making in a company 
- the amount of costs associated with foundation of business 
- possibilities of legal regulations by the state 
 
A natural person – trade 
Initiation of this activity is simple and easy and in the Czech Republic it is the most common 
form of business. The conditions are not difficult and for most of the beginning businessmen 
they are usually easy to meet. 
The basic conditions are: 
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- 18 years of age 
- legal capacity 
- no criminal record 
- submitting documents proving that that the natural person has no tax obligations to the 
Czech Republic, arrears in the payment of social security and contributions to state´s 
employment policy if the natural person ran or runs business in the Czech Republic (1) 
 
Table 1 Advantages x Disadvantages of Running Business As a Natural Person – a Sole 
Trader 
Advantages Disadvantages 
- Low expenses for foundation of a company - High risk connected with unlimited liability 
of businessman for company obligations 
- Little time required for foundation and 
termination of activities 
- Worse negotiating position with banks, e.g. 
higher interest rates for obtaining loans 
- Business activity can be commenced 
immediately after announcement (apart from 
trade executed upon the issuance of permit 
and activities requiring special permission) 
- Regarding to their size, they can act in 
business relationships only as a small and not 
very important partner 
- Freedom while decision making  
- There is no need of registered capital  
- Possibility of using lump-sum when stating 
expenses for tax purposes 
 
- Generated profit belongs after taxing to the 
businessman 
 
                          Source: My own processing 
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There are even business activities whose operations are not regulated by the Trade Act. 
Operating of such activities is regulated by a special regulation and all these business 
activities are stated in section no.3 of the Trade Act. 
 
1.2.3 Legal entities – companies 
Trading companies are an association of people set up for business purposes and whose 
relationship is regulated by a Memorandum of Association. A trading company, as a new 
legal subject, commences on the date of incorporation into the Commercial Register. 
Companies can be divided as follows:   
- Companies with personal attendance 
  - Unlimited Liability Company (v.o.s.) 
 - Limited Partnership Company (k.s.) 
- Companies with capital interest 
 - Limited Liability Company (s.r.o. or spol. s r.o.) 
 - Public Limited Company (a.s.) 
- Cooperatives 
- Non Profitable Organisations 
 - Organizations funded by the State Budget 
 - Institutions Receiving Contributions from the State Budget 
- State Organizational Units (1) 
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Table 2 Basic characteristics of companies 
 Unlimited 
Liability 
Company 
(v.o.s.) 
Limited 
Partnership 
Company (k.s.) 
Limited 
Liability 
Company (s.r.o.) 
Public Limited 
Company (a.s.) 
Company 
Founders 
At least 2 people At least 2 people 
Ěa general partner 
and a limited 
partnerě 
At least 1 person, 
maximum 50 
people 
At least 1 legal 
entity 
Foundation of 
the Company 
Incorporation 
into the 
Commercial 
Register 
   
Obligations 
Liability of the 
Company 
Company 
members jointly 
and severally 
liable  with all 
their assets 
The general 
partner liable 
with with all 
their assets; the 
limited partner 
up to the amount 
of outstanding 
contribution 
Shareholders are 
liable for 
obligations of the 
company up to 
the amount of 
their unpaid 
contributions; the 
company is liable 
through all its 
assets 
The company is 
liable through all 
its assets; 
shareholders are 
not liable 
Minimal 
Amount of 
Registered 
Capital 
Not stated The limited 
partner 
5,000.00Kč; not 
stated for the 
general partner 
The amount of 
1.00Kč 
The amount of 
2,000,000.00Kč 
Participation in 
Profit 
Company 
members equally 
If not stated by 
the 
Memorandum of 
the Association 
otherwise 50% 
for the general 
partner and 50% 
for the limited 
partner 
If not stated by 
the 
Memorandum of 
the Association 
otherwise 
according to the 
proportions of 
shares 
According to the 
decision of the 
General Meeting 
Ědividendě 
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Management 
Authorization 
Every company 
member 
The general 
partnerĚsě 
The managing 
director 
Board of 
Directors 
Source: My own presentation under the section no.513/1991 Sb., Commercial Code as 
amended 
 
With respect to the considered type of business which is processed in the business plan, I will 
further on deal only with Limited Liability Company which seems to be the best one from all 
types of companies offered. 
 
Limited Liability Company 
Limited Liability Company is in the Czech Republic the most spread form of business for 
legal entities. As it has been stated in Table No.2, it can be founded by 1 up to 50 
shareholders and the minimum registered contribution is 1.00Kč. Just 1 natural person can be 
a shareholder  in maximum 3 Limited Liability Companies. The basic document is the 
Memorandum of Association. The governing body is or are managing directors and the 
supreme body is the General Meeting. Based on provisions stated in the Memorandum of 
Association, there can be appointed a Supervisory Board of the company, too. The company 
is liable through all its assets for obligations and each of the shareholders is liable for 
obligations of the company up to the amount of their unpaid contributions. Profit is divided 
according to the provisions stated in the Memorandum of Association or according to the 
proportions of share. The company has a duty to create a reserve fond out of generated profit. 
(2) 
 
Table 3 Advantages x Disadvantages of the Limited Liability Company 
Advantages Disadvantages 
Liŵited liaďilitǇ of shareholders WheŶ geŶeratiŶg profit there is a Ŷeed to Đreate 
a reserǀe fuŶd 
RelatiǀelǇ short tiŵe for fouŶdatioŶ  - 
approǆiŵatelǇ 1 ŵoŶth 
Douďle taǆatioŶ; profit is taǆed aĐĐordiŶg to taǆ 
froŵ legal eŶtities aŶd further oŶ profit shares of 
shareholders are taǆed aĐĐordiŶg to ǁithholdiŶg 
taǆ 
To aĐĐept the ŵajoritǇ of deĐisioŶs there is Ŷo CoŵpariŶg to trade there is a higher 
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Ŷeed of a ĐoŶseŶt of all the shareholders adŵiŶistratiǀe ďurdeŶ ǁheŶ ruŶŶiŶg a ĐoŵpaŶǇ 
Profit shares ǁhiĐh are paid to the shareholders 
are Ŷot suďjeĐt to soĐial aŶd health iŶsuraŶĐe 
 
WheŶ dealiŶg ǁith ďusiŶess partŶers, it seeŵs 
ŵore professioŶal ĐoŵpariŶg to ͞ŵere͟ trade 
 
“ourĐe: MǇ oǁŶ proĐessiŶg 
 
Foundation of a Limited Liability Company procedure 
The speed of foundation a Limited Liability Company depends on the speed of individual 
authorities. That is why it is important to plan all important operations ahead and to proceed 
step by step. 
Basic steps to found a Limited Liability Company are as follows: 
– creating the Memorandum of Association, eventually the Deed, if there is just one 
shareholder 
– deposit of the stated amount of registered capital at the deposit administrator 
– obtaining the trade certificate or other time of business permission 
– incorporation into the Commercial Code Ě2ě 
The Memorandum of Association of the Limited Liability Company must be written in a 
notarial deed. The contents of the Memorandum of Association is stated under the section 110 
no. 513/1řř1 Sb., Commercial Code as amended and there must be at least: 
– the company name and registered office 
– designation of the shareholders by stating the company or the company name and 
registered office of the legal entity or the name and residence of the natural person, 
– object of business 
– the amount of the registered capital and the amount of each shareholder´s contribution 
including the manner and due date to pay up the contributions 
– names and residence of the first managing directors of the company and the way they 
act on behalf of the company 
– names and residence of the first Supervisory Board members, if established, 
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– designation of the deposit administrator 
– other data which are required by this law Ě1ě 
 
The Memorandum of Association should further on provide the way of the deposit of the 
contribution. The most common way is setting up of a bank account in the name of the 
company and into this account the shareholders deposit their contributions. The bank 
afterwards against submission of the Memorandum of Association or the Deed issues a 
certificate of deposit. Another way is to deposit the contributions at the delegated deposit 
administrator who will afterwards issue a statement of the deposit of contributions of the 
registered capital. 
For all activities which the Limited Liability Company intends to operate there must be a 
trade licence or other permission. Trade licence is stated under the section no. 455/1991 Sb., 
about trade business. According to this law the trades are divided into these ones: 
- notifiable trades – these ones can be, when fulfilling all obligatory conditions given by law, 
operated on the basis of notification and further on they can be divided into: 
- vocational notifiable trade 
- professional notifiable trade 
- unqualified notifiable trade 
- permitted trades – these ones can be operated on the basis of the state permission issued 
according to the law called concession. (8) 
After obtaining all needed permissions and the deposit of contributions the company applies 
for registration into the Commercial Code to the locally competent court according to the 
registered office of the company. 
A copy of an entry into the Commercial Code then demonstrates that the Limited Liability 
Company has been founded. After founding the company there is usually carried out 
registration with the local tax administrator and registration of employees with the local 
competent Social Security Administration and Health Insurance. (2) 
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1.3 Determination of visions and goals of the company 
 
Visions and goals of the company should blend and complement each other. Thanks to visions 
we can show to our investors, employees but even to ourselves which way we want to go in 
our business in near future. The term visions can be defined as the current model of the future 
status process, of a group or an organisation or as a reflection of the future which should be 
determined positively enough to motivate people involved in the company and to demonstrate 
a strong name of the company. Visions should be oriented towards the customers and their 
aim should be, among other things to clarify the direction of the company, motivating people, 
and coordination of people. (9) 
Goals can help us to define clearly what we want to achieve. They help us to state clear 
requirements for functioning of the company to reach desired results. General goals should be 
in accordance with basic activities of the company and they should take into account a longer 
time period, at least 3 years. 
Specific goals should reflect general goals and they should be further on developed and made 
more concrete. They should be stated according to so called SMART principle. (9) 
 
SMART means: 
S = specific (specific goals) – everybody in the company should understand them and they 
should be specific for each employee, 
M =  measurable (measurable goals) – it should be stated clearly, how many for example 
products we want to sell to be able to track achieving of these goals, 
A = acceptable (acceptable goals) – goals must be acceptable to all who are in the company 
somehow involved, 
R = realistic (realistic goals) - feasible in terms of financial, capacity, material and human 
resources, 
T = time based (time bound targets) - clearly defined deadlines for completion of tasks, even 
partial ones, in order to make it possible to check the progress of the targets. (9) 
Goals and a suitable strategy of the company is chosen on the basis of implementation of 
appropriate analysis to which I will devote the next chapter. 
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1.4 Strategic analysis 
 
The aim of strategic analysis is to identify current position of the company on the market and 
to create a company strategy. The company should be able to create such a strategy which 
would reflect bonds within the company itself and with its surroundings, too.  If the company 
succeeds to find such a strategy, it will be able to react effectively to constant changes in its 
surroundings. The most important aim of the strategy is to get the company ready for 
opportunities and threats which will influence the company in the future. At the beginning of 
the analysis it is important to determine assumptions under which the strategy will be 
implemented for the company to obtain desired results. (10) 
The company is surrounded by 3 different environments which have an effect on it. Namely it 
is external (general) environment, competitive industry environment and internal 
environment. Culmination of strategic analysis is usually to diagnose strengths, weaknesses, 
threats and opportunities which is called SWOT analysis. (10)(11) 
 
1.5 Analysis of the external environment of the company 
 
This analysis can be used for all companies. It is considered to be general analysis of broader 
environment. Most of the factors, which we analyse, cannot be influenced by us because they 
affect the company from outside. These include development of various current trends of 
active social, legislative, economic, political, technical or technological and ecological events. 
This analysis is often called, adopted from English, by the acronym SLEPTE analysis 
according to the initial letters of the particular researched trends. (10) 
 
S = Social 
It is analysis of social trends that may significantly affect the demand for goods and services, 
but also offer, for example, a willingness to work. 
In this analysis, it is important to take into account in particular: 
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- changing age structure and population development 
- the view of the public at organizations 
- lifestyle and standard of living of the population 
- the state of education, labour sufficiency/insufficiency 
 
L = Legislative 
Analysis of the role of the state in the business environment. These are different laws, 
standards, regulations and restrictions that affect the functioning of the company and its effect 
on the market. This may include state regulation of the economy, tax laws, antitrust laws, 
regulation of import and export, or the law on government investment incentives. 
 
E = Economical 
Analysis of the development of current economic affairs. The company is influenced by a set 
of macroeconomic trends, such as the amount of the interest rate, availability of loans for 
companies and citizens, economic growth rate, inflation rate, unemployment rate, GDP or 
monetary policy of the state. 
 
P = Political 
Factors that may have an impact on legislation of the state. These include political stability of 
the country, which may have an effect on export/import causing the movement of the 
exchange rate against other currencies. Tax policy of the country, political mood of 
willingness in dealing with business companies. 
 
T = Technical/Technological 
Analysis of technological trends, whose predictability can become an important factor in 
business success. It is important to take into account in particular increasing of government 
regulations, sudden and rapid changes in the pace of technological development or 
government support in the area of research and development. 
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E = Ecological 
Each country has its priorities regarding environmental protection. Therefore, it is preferable 
to analyse the conditions in the environment before we do business. The goal is not to come 
into conflict with local customs and regulations in the field of environmental protection. It is 
also appropriate to analyse the sources of energy, waste treatment and water availability. (10) 
1.5.1 Analysis of competitive professional environment 
 
This analysis will allow us to know the position of the enterprise in the researched economic 
sector. Analysis of key competitors will allow us to react flexibly to their steps. It will all 
allow us to outdistance our competitors in key strategic decisions that we will know what they 
are planning and what tactics they want to use. 
The result of this analysis should give us the answers to the questions: 
- “Where do we stand“? 
- “How did we come here“? 
- “Where will we stand in the future“? Ě10) 
A very good tool for this analysis is the so-called Porter's 5-Factor Analysis. According to 
Porter, the degree and nature of competition depends on the 5-dynamic factors that determine 
the profitability of the sector. These factors are: 
- negotiating influences of suppliers 
- negotiating influences of purchasers 
- the threat from competitors 
- the danger of existence of substitutes for products or services 
- the degree of rivalry between the companies in the sector (10)(12) 
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Picture 1 Porter´s model of the competitive environment 
 
 
Source: processed according to (10) 
 
Influence of buyers 
A buyer (customer) has a great interest in good relationships with suppliers. Their interest is 
at least not to be in the thrall of suppliers, the best would be state their own terms and 
conditions. A buyer has a strong impact on suppliers particularly if: 
- there are other alternative supplies 
- there are many other supplier in the surroundings 
- a small number of customers buying large quantities 
Competitive 
Rivarly 
Threat of 
New Entry 
Buyer Power 
Threat of 
Substitution 
Supplier 
Power 
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- zero cost of changing to another supplier (standardized product) 
 
Influence of suppliers 
A supplier has the option to increase the price and by that to reduce the profit of the buyer. 
Their ability to move the price depends on the following factors: 
- what is the distance of the supplier from free competition 
- the importance of the buyer for the supplier 
- entry is a priority for the buyer 
- uniqueness of the product, change of the supplier would mean large additional costs for 
buyers 
 
The state of competition 
Composition of shares controlled on the specific market reflects the efforts of individual 
companies to gain a dominant position. When analysing the competitive struggle there are 
these important points for the survey: 
- the number of competitors active in the field of company 
- what is the size and financial strength of individual competitive companies 
- how rapidly is the market, where the company operates, rising or falling 
- what is the ability of competitors to respond to new entry of a new company on the market 
 
The threat of substitutes 
A substitute is substitution of the actual product that offers the same or similar characteristics 
as our product (sugar v. artificial sweetener). If its price is lower, the quality higher or both, 
buyers will perceive it as a better choice to buy than purchasing our products/services. The 
pressure of substitutes depends on the quality of our innovations and on uniqueness of our 
products/services. The higher they are, the smaller the threat of substitutes is. When analysing 
substitutes, it is important to examine if: 
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- there exist any acceptable substitutes for buyers, if any, what is the price 
- what is the quality of potential substitutes 
- there exists a sufficient innovative potential for our products 
 
The threat of entry of new competitors into the industry 
New competitive company brings into the industry additional capacity and plans to gain a 
certain market share usually at the expense of existing companies. These plans are usually 
supported by market research. The rate of the threat depends mainly on: 
- the degree of product differentiation 
- expected reactions of already set up companies 
- brand preference and customer loyalty complicating new entrants to "take over" customers 
already buying 
- activities and politics of the state, government response 
- access to distribution channels, the ability of efficient distribution directly to the customer 
(10) 
 
1.5.2 SWOT analysis 
 
This analysis usually tops up strategic analysis. The SWOT abbreviation characterises 
strengths (S =   Strengths) and weaknesses (W = Weaknesses) of the company. Further on 
opportunities (O = Opportunities) and threats (T = Threats) connected with the specific type 
of business or with specific third segment in which the company operates. Its aim is to assess 
the competitive advantages and key factors of company success. The possibility of its use is 
not only for strategic analysis, but also for problems in tactical and operational management. 
Alternatively, it can also be used for analysis of the individual, as so-called personal SWOT 
analysis. (12) (13) 
 
Strengths of the company 
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Factors which help us to gain an advantage over competitors are considered to be the 
strengths of the company. These factors include solid and strong financial background, 
technological sophistication, management skills, good work team and the uniqueness of the 
offered products/services. 
Weaknesses of the company 
On the contrary, factors that prevent us in the options to improve ourselves and lead to 
stagnant or lower performance, can be considered as the weaknesses of the company. These 
can include obsolete machinery, unskilled workers, small market share, and high operating 
costs. 
 
Opportunities of the company 
These conditions cannot be influenced by the company but the company has to be ready to 
respond to them and to use them for its own advantage. Among opportunities belong for 
example rapid market growth, opening of new markets, social development and moods or 
weakening potential of competitors. 
 
Threats to the company 
The company has to be also ready to respond to threats and it has to be able to face them. 
Among the threats to company, which can affect the company, belong the change of national 
legislation, entry of a new competitor to the market, weakening purchasing power of the 
population or the increased bargaining power of suppliers. (13) (9) 
 
Table 4 SWOT analysis scheme 
 S – Strengths W – Weaknesses 
O – Opportunities SO Strategies WO Strategies 
T – Threats ST Strategies WT  Strategies 
 
Legend: 
SO – to use strengths to gain an advantage 
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WO – to overcome weaknesses by using opportunities 
SW – to use strengths to face threats 
WT – to minimalize costs and to face threats 
Source: processed according to (13) 
1.6 Marketing plan 
 
Knowledge of markets, customers, and basic marketing tools is one of the most important 
activities in the company. The tools, which provide a high-quality marketing plan, include 
market and demand analysis, marketing mix and, of course, costs analysis, which will be 
needed to spend on this plan. Creating a marketing strategy is also a part of the business plan. 
It must be able to tell us how we will value the products, which distribution channels we will 
use, how will we sell and what promotion will we use. (5) 
 
Market and customers analysis 
Obtaining information about the market in which we want to operate and its surroundings 
belong among the key items of the marketing plan. It includes profit and collection of data on 
supply and demand on the market, on competitors and competing products and the needs and 
interests of customers. 
Resources, which we will use for this analysis may be already existing, freely available data 
and reports, based on long-term statistics of analysed market or special investigation, which 
we will perform ourselves at our own expenses. Long-term statistics, which are processed for 
example by the Czech Statistics Office, tend to be detailed and very well prepared, and can 
give us a general overview of the market we are interested in. We perform special 
investigations mostly at the time when freely accessible data is not sufficient enough, or if we 
want a deeper insight to the researched market. (5) 
To gain the necessary information it is needed to: 
-  Determine the target market of the project – the definition of the customer, region, product 
characteristics, price level, sales support, distribution channels, quantitative indicators (market 
size, degree of saturation, stability of demand and market growth), characteristics of the 
competition and its potential. 
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- To analyse customers – what and why do they buy in the market, who the buyer is, how 
much products/services are purchased, where are the products/services purchased. 
- Define market segments – they are mostly divided according to three basic criteria. 
Demographic criteria – age, marital status, sex; geographic criteria – ethnicity, region, city or 
countryside; socio-economic criteria – education, employment, income. 
- Analyse market competition – to identify competitors targets, their behaviour, strengths and 
weaknesses. 
- Analyse distribution channels – if these channels are retail, wholesale or direct distribution 
to customers, or eventually to determine advantages and disadvantages of different 
distribution channels. 
- Analyse the industry and future development of demand – estimating market potential and 
maximum possible demand, intensity of competition. (5) 
- The output of this information will be to identify market opportunities and market risks. 
Based on these facts, then we will choose the best possible strategy of the company. 
 
1.6.1 Marketing mix 
 
Marketing mix is a set of marketing tools that the company uses to achieve its marketing 
goals in a given market. The marketing mix consists of four components, the so-called "4Ps": 
- product (product/service) 
- price 
- place (distribution/place) 
- promotion (13) 
Another concept of the marketing mix is a concept from the perspective of the customer, 
which also consists of 4 components and is abbreviated as "4Cs": 
- customer solution (solution of customers needs) 
- customer cost (costs incurred by the customer) 
- convenience (solutions availability, comfort) 
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- communication (13) 
"4Ps" and "4Cs" can stand up against each other as a preview of the four mentioned 
components from a business perspective and from a customer perspective. If we want to 
create a successful marketing mix, we should be able not only to create our vision ("4P"), but 
what the customer wants ("4C"). (13) 
Product/service 
By product or service we can understood basically anything that is offered on the market. 
Within the product we have to take into account three levels in the marketing plan, for which 
they are defined for each product or service. These levels are the core of the product, your 
own product and extended product. The core of the product is the very benefit that a customer 
buys and it is the fundamental motivation for making a purchase. Your own product is 
determined by its appearance, name, quality and design. Extended product means something 
extra that the customer receives when buying it, without that being their priority for the actual 
purchase. By something extra we understand service, warranties, credit services or for 
example installation. The following picture shows links between the three levels of the 
product. (7) (14) 
 
Price 
One of the most difficult tasks for the company is to determine prices. The price 
determination must take into account the quality of the product, the costs of one piece and 
other overhead surcharges. But at the same time it also must reflect the possibilities of 
potential customers. The price should be set in such way for the demand to be at the required 
level. (7) 
 
Distribution 
Distribution can be basically divided into direct sale to the customer and sale through agents. 
Sale through agents can be further on divided into retail and wholesale. It is important that we 
always have sufficient space for showing our products to the customer. 
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It is also possible to combine distribution channels. When combined, however, we must take 
into account the issues of delivery terms, shipping methods, optimizing transport routes or, for 
example, inventory management protection during transport. (5) (7) 
When using agents, there are certain advantages and disadvantages, which are summarized in 
the following table: 
 
 
 
Table 5 Advantages x Disadvantages of the sales through agents 
Advantages Disadvantages 
- Knowledge of local environment and           
agents´contacts 
- Loss of contact with the market 
- Reduced distribution costs - Less control over the presentation of the 
product to the end customer 
- Reduced storage range - less impact on the amount of spent 
marketing efforts 
 - Lower income from value sold 
Source: Processed according to (7) 
 
Promotion 
Sales promotion is very important when entering new products to market and in an effort to 
maintain market position and therefore to meet long-term goals of the company. We should be 
able to formulate such forms of sale that will help us to achieve the estimated amount of sales. 
At the same time we must determine the costs associated with the implementation of this 
promotion. 
Basic forms of promotion are advertising and promotion, public relations or personal selling. 
Among less common forms of promotion belong viral marketing or, for example, guerilla 
marketing. (5) 
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1.7 Financing of business plans 
 
Without financial support no business plan could become a reality. For funding, we can use 
either our own or foreign sources. 
Our own sources of financing a new business plan are usually the funds collected by the 
businessman, who then deposits those as capital for their business. 
Foreign sources of funding are eligible if the businessman does not have enough of their own 
resources to implement the business plan. There are several types of external sources of 
financing. In this type of financing it is expected that under their provision we will pay the 
lender an interest. This interest is the risk that the lender undergoes by entrusting us their 
funds. The amount of the interest is based on various criteria. These resources are then 
retroactively repaid based on agreed criteria. (7) 
 
1.8 The most common types of foreign funding sources: 
 
- Bank loans – loans granted by the bank mostly for the guarantee (property, securities). For 
newly emerging businesses, a business plan is submitted to the bank which often determines 
whether the bank will support the business or not. 
- Leasing – suitable for funding, for example, machinery needed for business. The advantage 
is that the initial capital needed to purchase these machines is provided by someone else. 
There are two types of leasing. Operational leasing where the leased thing is returned back to 
the lessor and financial leasing when, after the end of the lease contract the ownership is 
transferred to the lessee for a symbolic fee. (7) 
 
1.8.1 Measuring the effectiveness of business plans 
 
Investment in business plans and investment in general is seen as sacrificing current income 
for the promise of future income, upgraded by profit. So, we compare the money spent with 
the revenues that we expect. In the case of several possible alternative ways of investment we 
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decide into which ones we will put our funds. For help in making investment decisions, there 
are indicators of economic efficiency. The most commonly used indicators are as follows: 
- profitability index 
- net present value 
- payback period 
- internal rate of return (16) 
 
1.8.2 Net present value 
 
Net Present Value, NPV for short, is in the theory described as the most accurate method of 
evaluating economic efficiency. The reason is the respect of the factor of time through 
discounting. NPV is the difference between the sum of cash income from investments and the 
sum of capital expenditures for the acquisition of the investment. The higher the difference, 
the better the investment is. Generally, each investment having NPV greater than 0 is 
considered to be profitable. (15) 
The formula for calculating NPV: 
 
Where: 
NPV – net present value of the investment 
t – number of time periods 
Ct – net cash inflow during the period t 
Co – total initial investment costs 
r – discount rate 
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1.8.3 Payback period 
 
The payback period indicator assesses in how many years the planned capital expenditures, 
associated with the investment, will be paid up from the profit after taxation, that arises from 
the investment. This indicator tells the investor how long it will take to get back the spent 
investment funds. (16) 
The formula for calculating the payback period: 
 
 
1.9 Definition of franchising 
 
Currently there is no clear definition of franchising. Generally we can characterize franchising 
as a distribution system that allows to introduce new products, services or technologies to the 
market, thanks to the constant collaboration of franchisor and franchisees. Therefore it is a 
long-term relationship that brings gain to both parties. On one side there is a businessman – 
franchisor and on the other hand, several businessmen – franchisees. The franchisee operates 
under the name of the franchisor established in the market, and thanks to their help they 
obtains the right to use their trademark, image and experience. (16) 
In return for providing the license the franchisee pays the franchisor license fees thus allowing 
the provider to penetrate to other markets. Both sides will make their best efforts to achieve 
success together. The franchisor fabricates and tests the concept of how to successfully and 
the best make business and ensures a good name. On the other hand, the franchisee as a 
trader, enables expansion into new markets, spreads the reputation of the brand and increases 
profits both theirs and the franchisor´s. 
 
1.9.1 Basic concepts 
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In the field of franchising there is a lot of terminology that needs to be explained and 
everybody should know them. Here are the basic concepts: (17) 
Franchise – license (right) entitling the franchisee to operate a sales concept of the franchisor 
in their own name and on their own account 
Franchisor – the licensor 
Franchisee – the licensee 
Franchise agreement - the agreement governing the relationship between the franchisor and 
franchisee 
Franchise package – a set of rights, knowledge and other benefits granted  by the franchisor to 
enable to operate the franchise 
Franchise fees – payments that the franchisee pays to the franchisor for the license and 
services 
Franchise network – business and organizational link of the franchisor and all their 
franchisees coordinated and supported through franchise headquarters 
Master-franchising – franchising beyond the territory of the state, i.e. operated internationally 
Master franchise – a franchise license for the territory of a foreign state 
Master franchisor – the owner of a franchise concept granting the franchise abroad 
Master franchisee – domestic franchise holder of the license granted by foreign franchisors 
Master franchise agreement – an agreement governing basic relationships between the master 
franchisor and master-franchisee qualifying the master-franchisee to enter into franchise 
agreements as the franchisor with other franchisees. 
 
1.9.2 Franchise History 
 
Already in the 17th century there was the concept of franchising in the UK. Its meaning was 
different the way we know it today. At that time franchising meant law, a privilege, granted 
by the king to selected personalities to produce for a reward or to be authorized to make 
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business with particular products. Their production was of a significant interest for the state. 
(17) 
 
Modern franchising originated in the 19th century in the United States. The country is also 
known as the cradle of franchising. Isaac Singer and John S. Pemberton can be considered the 
founders of franchising. The first one was a manufacturer of sewing machines. In the mid-
19th century he created a network of distributors who could sell for a fee their products in a 
designated area. At the end of the 19th century J. S. Pemberton decided to disclose the know-
how of his product – Coca Cola, and so there was the first franchise chain. Many traders could 
therefore produce and sell the same Coca-Cola, which was invented by Pemberton. 
Franchising in the US underwent a period of prosperity with many successes in many other 
sectors of the economy after the Second World War, especially in services and gastronomy. 
These fields required greater support from the owners of the licenses.  So, the franchisees 
acquired knowledge associated not only with the sale of the products or providing a service, 
but also with the entire company management. Such model can already be called franchising. 
Franchisors in the United States developed their networks very dynamically, and in the 60´s 
they began to expand into Europe. (17) 
 
1.9.3 The main principles of franchising 
 
This is a long-term cooperation between the franchisor and franchisee. Both sides have their 
rights and obligations. (17) 
 
Obligations of the franchisor 
The franchisor is required before creating a franchise network to run successfully for some 
time some activity at least in one branch. Most importantly, for the franchisor to be the owner 
of the business name of their network, trademark of the goods, and still to have a legitimate 
claim for it. Likewise, they are obliged to provide the franchisee with initial training and any 
other continuing support during the whole period of the validity of the contract. 
 
39 
  
Obligations of the franchisee 
The franchisee also has their rights and obligations. They are obliged to try to their best 
according to their options and abilities to develop the franchise business and to maintain a 
uniform appearance and reputation of franchise network. Likewise, the franchisor must 
disclose any economic data to the licensor so that they could determine the degree of 
development and provide the franchisor financial reports, which are essential for effective 
management franchise network. They must also allow inspection of business premises and 
documents. The most important duty is not to provide, during validity of the contract and after 
its expiration, the franchisor´s know-how to third parties. 
 
 
 
Types of franchising 
Relationships with third parties – master-franchising, where the franchisor provides the 
franchisee the right to provide additional franchising to other franchisees (sub franchising). 
The franchisee becomes a quasi franchisor, although with a somewhat limited privileges, in a 
well defined area. 
 
Picture 2 Master franchising 
 
“ourĐe: MǇ oǁŶ proĐessiŶg 
 
- simple franchising, where the franchisee is prohibited any activity that could lead to the 
disclosure of important information and data relating to the franchising system to third parties. 
Therefore the franchisee is not entitled to conduct master-franchising. 
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Picture 3 Simple franchising 
 
“ourĐe: MǇ oǁŶ proĐessiŶg 
 
 
Forms of franchising 
In the literature there are two basic forms of franchising: (17) 
Product Distribution Franchising 
In this case, the relationship between the franchisor and franchisee emphasizes undergoing 
rights to sales of certain goods. The franchisees agree to sell the latest products under the 
brand name of the manufacturing contractor, or under the trademarks within a limited 
distribution network. 
 
Business Format Franchising 
This form emphasizes greater interconnectedness between the franchisor and franchisee. The 
franchisees have ensured assistance throughout the complex business related activities, i.e. 
both before the commencement of business, and in the course of business. 
 
1.9.4 Advantages and disadvantages of franchising 
 
This chapter presents both advantages and disadvantages for the franchisor and the franchisee 
themselves. Each side tends to minimize the drawbacks and maximize the benefits. Both 
sides, however, should take note of their common goals, which include a more advantageous 
position in the market, lower costs, a more realistic financial management and smarter 
management organization. 
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Advantages for the franchisor 
The greatest advantage is that franchising allows rapid and intense development of network of 
the sales of products and services. Thanks to the expansion of distribution channels we can 
strengthen our position in the market without major investments. Franchisor´s trade name and 
brand is more used, which could be reflected by increased sales of goods or services, because 
the franchisee does not have the opportunity to sell their own products than those purchased 
from the franchisor. 
Another advantage is getting a reward from the franchisee, whether this means an entrance fee 
at the conclusion of the franchise agreement but also of ongoing rewards, representing 
payments for diverse performance, which the franchisor provides to the franchisee during the 
validity of the contract. Costs of promotion and advertising are reduced for the franchisor, 
since the participants in the system are usually required to contribute to the joint advertising 
and promotional fund. 
The franchisor has a very advantageous position in terms of the distribution of powers and 
responsibilities towards third parties. Full responsibility for the business results bears the 
franchisee alone and also against them the customers must assert claims. Finally, the 
franchisor does not have to worry about the care after employing and managing staff as 
personnel matters are resolved by the franchisee alone. (17) 
 
Disadvantages for the franchisor 
Everything has its advantages and disadvantages, including franchising. Threat and 
disadvantage for the franchisor is that every franchisee who succeeds in their business, wants 
to become independent. One day the franchisee can become franchisor´s competitor who is 
also perfectly familiar with the market and the strengths and weaknesses of the franchisor. 
Franchise agreement is therefore treated with a non-competition clause, which prohibits the 
franchisee any competitive action against the franchisor and other participants in the system. 
But only for a specific period of time, as determined guard period expires, too. 
Another disadvantage is the possibility of deliberate reducing of gained profits or sales of the 
franchisee, since the amount of levy for the franchisor depends on their size. The biggest 
problem seems to be ensuring adequate quality of franchisee´s business, which the franchisor 
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requires, since the quality affects the image of the entire franchise system. Some franchisees 
do not want or can not for some reason properly implement franchisor´s directives contained 
in the franchise package. (17) 
 
Advantages for the franchisee 
The franchisee has many advantages because they become a part of an established system. 
They use a well-known brand and it is much easier to penetrate the market and reach 
customers. The franchisee gains the know-how and due to the relatively small capital they 
will receive a certified economic concept. 
The franchisor supports the franchisee to achieve the same results as the franchisor. 
Franchisor´s support lies also in many other important matters such as the selection of a 
suitable location of space, training the franchisee and their employees in the areas of business, 
marketing, accounting and others. 
If the franchisee has no experience in the field, it is an immense advantage when they receive 
prepared initial and permanent assistance from the franchisor. You can also give them a 
training program. The franchisee will receive an operating manual, which will help them in 
the business world. The franchisor also offers maximum amount of information about the 
market and has the experience, which they share with their partners. 
The benefit is also the reduction in the risks associated with the operation of the company, 
which increases the certainty of the franchisee in business relations and negotiations with 
suppliers. Similarly, the franchisor can negotiate better terms with suppliers. Regarding 
promotions, the individual can benefit from savings on a large advertising campaign, which is 
organized by the franchisor for the whole network. The individual alone could not afford it. 
(17) 
 
Disadvantages for the franchisee 
From the nature of the definition of franchising it is clear that the relationship between the 
franchisor and franchisee must be based on controlling. The franchisee, although the owner of 
their own company, they must manage it in accordance with contractually specified 
conditions. Every advantage costs something and in this case it is acceptance of the control of 
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quality and standards. If one franchisee is poor, it can have an impact on the entire franchise 
network. 
Additionally, the franchisees must pay fees for the use of the know-how, less risk of failure 
and support. Among the fees belongs the entrance franchise fee, followed by ongoing fees and 
marketing fees. 
Franchisor´s fault during the management of network can become a risk too. Some 
innovations can be harmful for the whole franchising system, brand image may suffer from 
reasons independent of the franchisee. 
 
1.9.5 Franchise agreement 
 
The basis of the relationship between the franchisor and franchisee is a franchise agreement. 
The agreement does not have an accurate indication or is not embedded in legislation and the 
entities that enter into the agreement, they have relatively great freedom to adjust mutual 
relations. When creating the franchise agreement, however, it is important to follow certain 
rules defined by law. (17) 
A universal model of the agreement does not exist, because thanks to the diversity of the 
sector it is not possible. However, there are given some rules that must the agreement contain, 
and under those rules it is then possible to create a specific franchise agreement. In the 
agreement there should not be missing the following data: 
 
1. Principles of accession to the system 
2. Duration of the contract 
3. Establishment of the territory managed by a franchisee 
4. Rights and obligations of the parties 
5. Right to label the appearance of branches and trademarks 
6. Protection of the know-how 
7. Relationship to competition 
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8. Training 
9. Licence and marketing fees 
10. Promotion and support 
11. Control mechanisms by the franchisor 
12. Termination of the contract 
 
Minimum scope of the provisions, which should the franchise contract include is established 
by European Code of Ethics of Franchising. Furthermore, the franchise agreement may 
include other provisions, such as contractual penalties, security of franchisor´s debts or 
settlement of the parties upon termination. In the final provisions there is usually mentioned 
legal framework under which a given franchise agreement was made and the possibility of 
changing the agreement. 
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2 Current situation analysis 
 
The main object of this work is to develop a business plan for the establishment of a tennis 
and leisure centre for children and youth with a focus on tennis and the extension of these 
centres though franchising. When analysing the current state my work will be based on the 
information available on the Internet (data of the Czech Statistical Office, web pages with a 
sports theme), market research, and on visits of similar facilities and my own experience. 
Current status is such that we are at the beginning of the whole work, and the business plan 
should provide analysis of competition, market, potential customers and also to evaluate the 
possibilities of realization to show whether the project is possible to be put into practice, and 
whether it can be further extended in the form of franchising in the Czech Republic and 
abroad. 
To enable management to create an accurate strategy for chosen market, proper analysis is 
important to define crucial factor. These factors are shown and analysed in following SLEPT 
analysis. 
 
2.1 Political 
 
Since 1st May 2004 the Czech Republic has been presenting itself as a part of a significantly, 
politically and economically strong supranational unit – the European Union. Entering this 
union caused stabilisation of foreign politics and making its position in the world stronger. 
Further on this step made business activities a lot easier within the EU countries and up to 
some point made trading with countries outside the EU easier, too. Keeping good 
international relations helps the development of the foreign policy of the Czech Republic. 
This development is very important for foreign trade, foreign investment and market entry to 
the Czech Republic. 
The Czech Republic is a member of several important international organizations. For 
example the Czech Republic has joined International Monetary Fund, United Nations and 
World Trade Organization in January 1993. When the country joined Schengen Area in 2007, 
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this helped employees to travel freely around European subsidiaries without any major 
problems. 
 
In the Czech Republic there is a stable political situation, it is a democratic country and being 
a EU member brings peaceful commercial environment. Last parliamentary elections in 2013 
were won by a political party called ČSSD and ČSSD formed a coalition government with 
other political parties, but there is not much influence expected due to this fact. 
(businessinfo.cz, 2016) 
 
2.2 Economic 
 
Efficiency of economics of every state is given by a few factors. Among the most important 
ones belong gross domestic profit, inflation rate, foreign trade balance, unemployment rate 
and average salary development. Gross domestic profit has been growing during the last 3 
years and is still growing, inflation rate is within the limits of moderate inflation. In trade 
balance export is higher than import and it is still growing. 
 
Table 6  GDP and Inflation rate 
 GDP (mil. CZK) Inflation rate % 
2010 3 953 651 1,5 
2011 4 033 755 1,9 
2012 4 059 912 3,3 
2013 4 098 128 1,4 
2014 4 313 789 0,4 
2015 4 554 615 0,3 
Source: Processed according to (18)  
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Table 7 Export, import and Balance 
 Export (billion 
CZK) 
Import (billion 
CZK) 
Balance (billion 
CZK) 
2010 2 532.8 
 
2 411.6 
 
121.2 
 
2011 2 878.7 
 
2 687.6 
 
191.1 
 
2012 3 072.6 
 
2 766.9 
 
305.7 
 
2013 3 174.7 
 
2 823.5 
 
351.2 
 
2014 3 628.8 
 
3 199.6 
 
429.2 
 
2015 3 901.7 
 
3 476.2 
 
425.5 
 
Source: Processed according to (18)  
 
The Czech Republic is one of the fastest growing economies of the European Union. Among 
main sectors of Czech economy belong industry, wholesale and retail trade, transport, further 
on accommodation and food services and finally public administration, defence, education, 
human health and social work activities. 
Major export partners of the Czech Republic are Germany, Slovakia, Poland and Austria 
(European Union, 2015). The Czech Republic can provide cheaper and well-educated labour 
force in comparison with some other European countries and another big advantage is low tax 
rates. There is steady population of 10.5 million in the Czech Republic. Even though 
unemployment rate has been decreasing from 9,6% in 2010 to 5.4% in 2016 the government 
has increased minimal wage to CZK 9,900 per month. The average monthly nominal wages 
increased in 2016 to CZK 26,480. (18) 
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Chart 1 Unemployment Rate 
 
Source: My own processing 
The Czech Republic is not a monetary union member of the EU, so there is deviation in 
currencies and that is the reason why companies and foreign investors cannot plan 
investments to the further future. 
 
2.3 Social 
 
The OECD (2016) study shows that Czech people work in average 1776 hours annually. This 
number is slightly more than OECD average which is 1765 hours. The average age in the 
Czech Repulic is lower by four years comparing to OECD research which recorded average 
life expectancy of 80 years (OECD, 2016).  Due to the fact that European population is 
getting older and older and this applies to the Czech Republic too, this causes rising of the 
average age of employees and it is getting more and more common that people still work even 
though being retired. (europa.eu, 2015) 
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On the other hand, sport and sports utilisation nowadays is one of the most popular forms of 
relaxation. Tennis is intended for both men and women of all ages. Another positive side for 
tennis nowadays is regrowth of its popularity thanks to the success of Czech tennis players. 
Both team and individual ones. Thanks to these accomplishments tennis is more spoken 
about. If the sport sector is hugely popular with the population it means increased interest in 
running the specific sport. 
 
2.4 Technological 
 
Technological development is very fast in recent years. High quality of services and products 
is the key to good service provided to customers. The use of new technological inventions 
helps the process. New technologies also help to reduce the costs for business and facilitate its 
operation in an easier way. A great help is the Internet, too. Thanks to the Internet it is 
possible in my business area, for example, to use electronic systems of courts reservations, 
which saves the customer´s time and allows us to offer more efficient free time slots for yet 
unregistered players. There are also significant innovations in the field of energy products, 
which can help customers significantly to supplement energy lost during sports. 
2.5 Legal 
 
Conditions set by the state play an important role in deciding whether to run business or not. 
For potential businessmen in the Czech Republic it is important to monitor and harmonize 
Czech laws and regulations with the regulations and laws of the European Union. Among the 
most important business conditions set by the state belong the tax burden, administrative load 
of foundation of the company and during its operations, or related laws and regulations 
connected with the operation of a particular type of business. 
 
2.5.1 Tax burden 
 
From tax rates I chose the ones for the following table which I suppose would relate to future 
business. Given the fact that tax rates in the Czech Republic change quite often nowadays, 
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whether due to the economic crisis or because of large government deficits and pursuit of its 
reduction, there will be a need to monitor these rates and check their amount annually. 
 
 
Table 8 Tax burden 
Income Tax on Natural 
Person 
Tax on tax base reduced by the non-taxable portion of the tax 
base Ěsection no.15ě and deductible items from the tax base 
Ěsection no.34ě rounded to whole hundreds of CZK down is 
15%. 
Income Tax on Legal 
Entity 
The tax rate with effect from 1st January 2011 is 1ř% 
Ěeffective till 31st December 200ř it was 20%ě, unless stated 
otherwise. This tax rate applies to the tax base reduced by 
items pursuant to section no.34 and section no.20 para. 7 and 
Ř, which are rounded to the nearest thousand crowns down. 
VAT The standard VAT rate is 21%, the first reduced VAT rate is 
15%, the second reduced VAT rate is 10%. 
Road Tax The annual tax rate of the tax base for passenger cars 
Ěexcluding cars to electric driveě is for stroke volume of the 
engine CZK 1,200 up to CZK 4,200. 
Property Tax The tax base for the ground is the actual land area in m2 
established on 1st January of the tax period, namely: 
- paved areas of land used for business purposes or in 
connection with serving for 
     1. agricultural production, forestry and water management 
          CZK 1.00 
     2. industry, construction, transport, energy, other 
       agricultural production and other business activities CZK 
       5.00 
- building plots CZK 2.00 
- other areas of CZK 0.20 
- built-up areas and courtyards CZK 0.20 
The basic rate of building sites and other areas is further on 
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multiplied by a factor of the amount population. 
Building Tax The tax base of buildings and units in a taxable building is 
built-up areas in m2 as of 1st January of the tax period. 
And to other kinds of business CZK 10 per 1 m2 of built-up 
area or treated floor area. 
Further on basic tax rate is multiplied by a coefficient 
assigned to individual municipalities according to population 
from the last census. 
Property Transfer Tax The tax rate is the same for all citizens and it is 4% of the tax 
base. 
Source: My own processing 
 
2.5.2 Administrative burden 
 
Time duration and the number of forms required for starting a new company has decreased 
during the last few years. Governments are trying to help Czech businessmen and meet their 
requests to simplify foundation of a company. Along with reducing the administrative costs, 
financial costs required for setting up a company, are declining too. 
  
2.5.3 Laws and standards related to the type of business 
 
For my selected type of business operation of physical training and sports facilities and 
facilities used for regeneration and recondition it will be important to meet hygiene standards 
for sanitation. Other restrictions may also come from the tennis association, which has its own 
requirements, for example for organizing of tennis tournaments. 
 
2.6 Environment 
 
Protecting the environment and ecology are currently very discussed and up to date topics, not 
only in our country but also around the world. Mainly there is great care about sustainability 
of households and companies in general. Expenses that are associated just with protection of 
the environment are getting higher and their issues are addressed throughout the world. But 
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even thanks to these regulations the situation with smog is not so bad in the Czech Republic 
and that is why the environment for playing tennis and to maintain a tennis centre is almost 
perfect. 
 
Table 9 SLEPTE 
 Factor Characteristics of 
Risks 
Characteristics of 
Opportunities 
 
 Social No interest in tennis 
or sport as such 
Another Czech tennis 
successes  and more interest 
in tennis 
External 
environment 
Legislation Change of legistlation, 
higher taxes, more 
bureaucracy 
Lowering of taxes and 
bureaucracy 
- Economy Ekonomic crisis Continuous growth of Czech 
economy 
 
SLEPT Politics The fall of the 
government and the 
strengthening of 
extremist political 
parties 
Stable coalition government 
 
 Technology Increasing the level of 
technology and lack 
of interest of children 
and youth in sport 
The influx of technology in 
tennis, measuring of swing, 
accuracy of hitting the ball, 
heartbeat 
 
 Environment Environmental 
contamination and air 
pollution and a 
problem with outdoor 
sport in the city 
Continuous reduction of 
emissions of cars and less 
smog in urban areas 
 
Source: my own processing 
 
2.7 Analysis of competitive occupational environment 
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For this analysis, which aims to handle the characteristics of the market and its further 
possible development I will use Porter's model of competitive environment. Its tools are 
analysis of the influence of suppliers, analysis of the influence of customers, assessing the 
possibility of entry of new competition, threat of substitutes, and research of rivalry in the 
industry. 
 
2.7.1 Influence of suppliers 
 
The amount of goods and services that we need from suppliers will be relatively small. All 
necessary articles are also easily accessible. It is primarily about the goods/services where 
there is a competitive environment such as construction companies, web design, bottled 
drinks or sale of tennis equipment or promotional items for extension of the franchise. From 
this reason, in my opinion, there will be no problem to find a good partner who will be able to 
offer good prices even to a newly emerging entity. So, if there appear any problems in the 
course of cooperation with one vendor, it is easy to assume substitutability by another 
supplier. The costs of these changes would be minimal. 
 
2.7.2 Influence of buyers (customers) 
 
Competition in the range of sport offers is not that high for customers to dictate prices. The 
result is that their bargaining power is at a medium level. There is large number of tennis 
centres and therefore the quality and availability of services will play a large role for the 
customer. For a newly established centre it will be a key element for customers to return, to be 
happy, and to spread good advertising around. 
 
2.7.3 Possible entry of new competitors 
 
Regrowth of popularity of tennis provides space for possible entry of competitors in the 
industry. If we take as competition other sports as well, then this option is highly likely. If we 
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consider as competition only other tennis centres then this option is substantially less likely 
even in the concept of a tennis centre and franchising which is a theme of this work. 
 
2.7.4 The threat of substitutes 
 
In general every sport can be called a substitute. Thus, a certain threat of substitutes exists. 
Many people like to do more sports on a recreational level and therefore it is possible that 
customers will be playing tennis as one of their favourite sports and will complement it by 
other sports which are popular with them. But we can turn this into benefit and we can 
prevent the outflow of clients by providing the tennis centre with other sports grounds (small 
football pitch, gym, pool, sauna, whirlpool, beach volleyball court, climbing wall, etc.). But 
surely we can not assume that people who are fond of tennis would completely changw this 
sport for another. 
 
2.7.5 State of rivalry in the industry 
 
Competition itself is high. There is a large number of tennis centres in the Czech Republic and 
every larger town has many of them, for example, only in Brno we can talk about TC Brno, 
Brno Bltc, Žltc Zetor Brno and Moravian TK Slavia Brno, which belongs to the largest one in 
Brno. 
 
2.7.6 Existing competition 
 
Existing competition, which offers a multitude of services of the contemplated project is high. 
The biggest competitors include traditional TK Agrofert Prostejov, Prague I.ČLTK that by 
their background and tradition exceed this concept. Further on we can also talk about lots of 
other leisure multifunctional centres but here the clients are primary adults and we can not 
talk about the concept of race trained children and youth. There are a lot of other traditional 
clubs as already mentioned, for example, in Brno ĚTC Brno, Brno Bltc, Žltc Zetor Brno, 
Moravian TK Slavia Brno). But what is in the Czech Republic missing is a concept of a tennis 
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centre focused on training children and youth, its further extension and the know-how 
throughout the country (creation of new centres) and further on extension beyond the borders 
of the Czech Republic, primarily to Slovakia, Austria, Poland and Germany. In the past, this 
was the plan of TK Agrofert Prostejov but they rather decided to take all talents to Prostejov. 
 
 
 
2.7.7 Target segment of customers 
 
Target segment from the primary aspects are children and youth, both recreational and 
competitively minded players who have the opportunity to play tennis after school and for 
professional players this is their main hobby and the possibility of a two-phase training in the 
mornings and afternoons. Furthermore, these clients are supposed to use other sports grounds 
for their fitness preparation. 
From the secondary aspects among clients there will belong even adults, especially parents, 
who will be able to enjoy other sports grounds like rock-climbing wall, beach volleyball, 
swimming pool, fitness etc. Adults and not only parents will be able to use even the tennis 
courts, but only in case of not sufficient vacancy of courts as the courts should mainly serve to 
develop tennis skills of children and youth. 
Another target segment are tennis centres and namely selling the franchise license to them 
both in the Czech Republic and abroad. The sale will be possible for both already functioning 
centres and for newly emerging ones, too. Upon purchasing a license the customer gains the 
know-how to the tennis centre, the know-how to race training and to the most modern training 
exercises, as well as brand equipment and promotional items. 
 
Table 10 Porter's model 
 Factor Characteristics of 
Risks 
Characteristics of 
Opportunities 
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 Current 
Competition 
High competition in 
the number of tennis 
centers but very low 
from franchising 
point of view 
 
Being the first on the Czech 
market with the concept of 
franchising 
 
Industry 
Environment 
New 
Competition 
Unforeseeable Creating a monopoly in 
franchising and thereby to 
prevent the entry of new 
competitors 
- Substitutes High number of 
substitutes 
Tennis centre and other sports 
grounds and leisure activities 
Porter Suppliers Lower influence of 
their power 
Negotiating of better prices, and 
establishing long-term 
cooperation 
 Buyers Middle influence of 
their bargaining 
power 
Creating a good name and influx 
of new clients 
Source: my own processing 
 
2.8 Marketing research to establish business 
 
For the tennis centre to be the most successful there is a need to ensure opinions of potential 
customers. As a data collection instrument I chose a short oral survey. I conducted the survey 
using personal interviews. I interviewed parents in the surroundings of schools and tennis 
clubs. The respondents were first informed about the purpose of the survey and the use of the 
data obtained. The questionnaire consisted of 8 closed questions, which concerned the tennis 
centers. There were 30 parents asked. 
Tennis centre questionnaire 
Would you welcome a new tennis and leisure centre? 
-Yes 
- No 
Does your child has tennis as a hobby? 
- Yes 
- No 
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Would you chose tennis for your child as a hobby even though it is expensive? 
- Yes 
- No 
What is the price you would be willing to pay per hour of a tennis lesson of your child with a 
professional coach? (the price includes court costs, and the price is divided by the number of 
children in court, counting here with the individual) 
CZK 250-300 
CZK 300-350 
CZK 350-400 
CZK 400 and more 
What tennis surface do you prefer? 
- clay 
- hard 
- carpet 
- I do not know – I do not care 
 
Would you use the services of a professional trainer yourselves? 
- Yes 
- No 
Would you use a possibility of other sports grounds yourselves during the lesson of your 
child? 
- Yes 
- No 
Would you use a discounted annual pass to all sports grounds? 
- Yes 
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- No 
 
2.8.1 Results of the questionnaire 
 
Due to the fact that the selection of respondents in the questionnaire is not representative, the 
questionnaire cannot be generalized, because it reflects only the opinions of those asked ones.  
I conducted the questionnaire randomly with parents who occurred in the surroundings of the 
school and in tennis environment, mainly in the city of Brno. 
To the question:“Would you welcome a new tennis and leisure centre?“ By yes 2Ř 
respondents answered yes and 2 answered no. This represents an interest in a new tennis 
centre. 
Question:“Does your child has tennis as a hobby?“ In this question yes was answered 15 
times and no 15 times. 
In the question:“Would you chose tennis for your child as a hobby even though it is 
expensive?“ The answer was 1ř times yes and 11 times no. 
On the issue of pricing an hour of a tennis lesson:“What is the price you would be willing to 
pay per hour of a tennis lesson of your child with a professional coach?“ Ěthe price includes 
court costs, and the price is divided by the number of children in court, counting here with the 
individual). The lowest rate namely CZK 250-300 would be willing to pay 10 parents and 
further on the rate of CZK 300-350 would be paid by 9 parents, and the third amount of CZK 
350-400 would be paid by 7 parents and only 4 parents would pay over CZK 400 per hour. 
To the question:“Which tennis surface do you prefer?“ 21 parents responded clay and the 
remaining 9 parents answered I do not know – I do not care. 
To the question:“Would you use the services of a professional trainer yourselves?“ 12 parents 
answered yes and 18 that they would not. 
To the question:“Would you use a possibility of other sports grounds yourselves during the 
lesson of your child?“ a large majority of 28 parents answered yes and two parents answered 
that they would not. 
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To the last question:“Would you use a discounted annual pass to all sports grounds?“ the 
answer was yes 25 times and no 5 times. 
 
2.8.2 Conclusion of the questionnaire: 
 
There is a great interest in a new tennis centre and even in any location. Children of half of 
those questioned ones already have tennis as a hobby, they did not regret choosing tennis as a 
hobby and they support it even though it is financially challenging, 4 others are thinking about 
tennis and they do not mind the costs and 11 other ones are taking tennis into consideration 
for their children. And most of these parents were for the rate of CZK 250-300 and even this 
seemed a lot to them, other parents agreed with the amounts and they would be willing to pay 
even more. Most of those questioned ones is for clay and these are the full majority of parents 
whose children have experience with tennis for the reason that for learning tennis clay is ideal 
because this surface is slow, bouncing balls a pleasantly high and clay protects the joints of all 
tennis players in motion. The rest of the questioned ones had no overview of this fact and they 
did not care. Most of the parents answered the following question that they would like to use 
the services of a coach themselves, these were the parents who live in an active way by sports 
even though they have already had experience with tennis or have not. Another question was 
very popular with parents who already spend lots of time waiting for their children during 
training lessons and they liked the idea that during their children´s lesson they could take 
advantage of other sports grounds actively instead of merely waiting and they would not mind 
a small annual fee, too. Most liked was the possibility of a fitness centre and swimming pool 
but a climbing wall raised interest, too. And there follows another questions whether they 
would purchase a discounted annual pass and the answer was again mostly positive. 
 
2.9 SWOT analysis 
 
In SWOT analysis we compare the strengths, weaknesses, opportunities and threats. 
 
2.9.1 Strengths 
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- coaches licensed by the Czech Tennis Association 
- modern sports facilities 
- wide range of sports facilities 
- various offer of additional sports activities 
- professional approach of coaching for children and youth and other activities for parents and 
adults 
All coaches who will work at the club must have been dealing with tennis coaching for more 
than 5 years. They must already have experience from other tennis centres, suburban tennis 
training camps and they must be active in tennis training of children and youth during the year 
outside the summer season. The coaches will have to have a license class II and III of the 
Czech Tennis Association and in the future they will be expected even to improve themselves. 
As it has already been mentioned the base of the strengths will be a modern, multi purpose 
tennis centre which will offer both first-class tennis courts, all year round, and other sports 
grounds with leisure activities also all year round. 
 
2.9.2 Weaknesses 
 
- input costs and return on investments 
- general public not aware of this facility and yet unformed image 
 
Great weakness is that general public is not aware of the tennis centre yet and we cannot 
follow positive experiences of children, youth, parents and adults from previous years. 
In such large investment we have to count with higher amount of input costs and longer return 
on investments. 
 
2.9.3 Opportunities 
 
- extension through franchising 
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- growing interest in leisure activities for children and youth 
- clients with new coaches 
- organizing of suburban camps 
- organizing of tournaments 
- potential sponsors 
- to address companies engaged in the manufacture of tennis for cooperation 
- to address tennis personalities to create a face the tennis centre 
Extension through franchising is a major opportunity we are definitely sure to use in the 
future. Firstly the first tennis centre will be established and then the know how and the idea 
will expand with the help of franchising to newly emerging or already existing tennis centres. 
Nowadays parents are aware that for proper mental and physical development of their 
children there is a need for sports activity. And that "sedentary lifestyle" is not appropriate. 
Leisure activities are ideal to ensure that children can spontaneously become acquainted with 
several sports sectors. 
Coaches can themselves bring to the newly formed centre their own clients they had from 
previous work. 
Organizing of suburban camps is one of the best occasion to obtain a good name and 
advertising, to address new clients, to fill the courts over the summer holidays and increase 
profit. 
Organizing of tournaments is a vital activity to make a name and enter into the awareness of 
people from the tennis environment, both under the Czech Tennis Association and 
international ones. 
Obtaining sponsors will be necessary from a marketing perspective, ideally reaching a 
partnership from a company engaged in the tennis production will be primary, further on 
additional sponsors like companies from outside the tennis environment will also be an 
interesting opportunity. For companies selling tennis products it will be interesting to shield 
the centre and to get the privilege to sell only their products in the store in tennis centre. 
Companies from outside the tennis environment will be offered advertising in the tennis 
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centre, on fences of the court, as well as the company logo on T-shirts of the children 
representing the club in youth competitions and advertising on internet pages. 
Furthermore, in terms of marketing it seems like a wonderful idea to reach a tennis celebrity 
to shield the tennis centre, a once a year visit of the tennis centre would be sufficient enough. 
This celebrity would attract children to obtain a signature and a short game of tennis with this 
legend would be an interesting experience for the youth. 
 
 
2.9.4 Threats 
 
- the threat of competition 
- economic crisis 
- labour relations 
- lack of interest of customers 
 
The threat of competition is huge and among the clubs there is a great rivalry and there is a 
struggle for every talented youth player. 
Economic crisis would disrupt the budgets of families and families would not have the 
resources to pay for leisure activities for children and youth, therefore even to pay for training 
in the centre. 
Labour relations are a sensitive topic that is unpredictable, yet there is no assumption that in 
the centre there should arise any conflicts. However, this possibility always exists and 
potential conflicts are always in need to be addressed openly. 
Lack of interest of customers is the biggest threat, and therefore the tennis centre must try 
hard to be interesting and to offer something that other centres do not have, more examples in 
the strengths and opportunities section. 
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3 Proposal and recommendations 
 
 
For a business plan, I chose implementation of a tennis centre and further on its expansion 
through franchising. For this first tennis centre there will be calculated investment costs and 
anticipated future revenues. There will be chosen the best option in terms of convenience and 
costs. For the entire project there will be also determined a marketing plan. Knowledge and 
good promotion of a new tennis centre will be crucial for its success. Further on there will 
also be expanded franchising. 
There will be a similar structure for the proposal of extension of the concept by franchising, 
there will be chosen its legal form, further on securing the necessary infrastructure, marketing 
plan, financial plan, risks and its management.  
 
 
3.1 Proposal to set up own tennis center 
 
3.1.1 Foundation of the company and scope of business 
 
After analysing all the factors I have come to the conclusion that for the implemented 
business plan the best form of business will be a limited liability company. An important 
factor when choosing a business form was limited liability for the debts of the company, 
shareholders are liable for the obligations only to the unpaid amount of the registered capital. 
Company Name: Czech Tennis Centre Academy 
Legal form: Limited Liability Company 
The scope of the Limited Liability Company will be: 
- provision of physical training and sports services in tennis 
- specialized retail and mixed goods retail 
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- providing of physical training and sports facilities and facilities serving for regeneration and 
reconditioning 
- restaurant 
 
3.1.2 Organizational structure 
 
Four people will be able to provide normal operation of the tennis centre, namely a recep-
tionist, administrator of the court, a cook and a waitress in a restaurant. Opening hours of the 
tennis centre will be 8:00a.m. - 00:00p.m., 7 days a week. Permanent staff will be substitut-ed 
daily according to the needs by the appropriate manager. This may be the operating man-ager 
hired by the company executive. 
Expected organizational structure should therefore look like this: 
- one operational manager 
- six full time employment employees 
- five professional coaches 
- external accountant 
 
3.1.3 Full time employment employee 
 
The main work of the receptionist will be to maintain normal operation of the tennis centre. 
Which means bar service, charging for entrance to the courts, cleaning and other obligations 
arising from particular situations. Opening hours of the tennis centre will be 8:00a.m. - 
00:00p.m., 7 days a week. That means 14 eight hour shifts. Thus, ideal will be to establish a 
three-member working team, which will distribute these shifts among themselves. Each week 
one person would have a shortened working hours to 32 hours. The proposed gross salary is 
CZK 17,000. The employee should meet the following requirements: relationship to tennis or 
sports in general, basic PC knowledge, pleasant appearance a manners and commu-nicative 
nature. 
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The court administrator will be present 8 hours a day, 5 days a week, thus standard full time 
employment. Assumptions for this work are to be already experienced with caring for the 
courts previously either as a player, coach or a court administrator and a close relationship to 
tennis. The proposed gross salary is CZK 20,000. 
The cook and waitress will work in the club from 11:00a.m. to 7:00p.m., and it will also be 
full time employment, in the future after the initial running-in of the tennis centre and espe-
cially in the restaurant we can expect an increase of employees. The employees should meet 
the following requirements, for the cook to be experience with working in the restaurant 
facility, for the waitress it should be pleasant appearance, good manners and willingness to 
learn new things. The proposed gross salary for the cook is CZK 25,000 and CZK 15,000 for 
the waitress. 
 
3.1.4 Professional coach 
 
The tennis centre will mainly mediate tennis coach services after agreement with customers. 
The professional coach will be the tennis centre employee on the contract for work basis. The 
estimated salary for the coach will be CZK 300/hour. The scope of work shall not ex-ceed 300 
hours per calendar year with one employer. 
 
3.1.5 External accountant 
 
Accounting will be processed by an external accounting company. We assume 
completeutilization of services. From bookkeeping to tax return processing. Costs connected 
with bookkeeping should not on average exceed CZK 5,000 a month. 
 
3.1.6 Marketing mix – 4Ps 
 
Product/Service 
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The main product or rather service will be renting the tennis courts, as well as tennis coaching  
services for children and youth and selling of annual memberships in the centre with access to 
all sports grounds for children, youth, parents but also for the general public. Even in the 
fitness centre it counts with the possibility of paid lessons with a trainer focused on fitness or 
with the possibility of ordering an invigorating massage. 
The tennis courts will have standard specifications and dimensions. There will be available 
six outdoor courts with clay and 2 inflatable year-round indoor tennis courts with a carpet. 
Further on, in the tennis centre there will be year-round an indoor fitness, massage parlour, 
swimming pool of the dimension of 8×4×1.5m, as well as whirlpool, smaller steam room and 
smaller sauna. From outdoor sports grounds there will be a soccer playground, beach 
volleyball courts and a climbing boulder wall. There will also be a restaurant with a bar in the 
tennis centre and at the reception it will be possible to purchase a variety of refreshment for 
players. As it has already been stated there will also be a shop with privileged tennis brand in 
the centre, where it will be possible both to buy or lend tennis equipment. Court rental will be 
set according to the schedule of players, namely the children and youth at selected times, but 
if the court is available even parents or the general public would be able to book it. But the 
primary schedule will be set up for children and youth and their lessons. 
 
Price 
The price will be determined on a competitive basis, cost of operation, required margin, and 
also on the basis of the survey. Price per hour rental will be comparable to the competition. 
However, we will try to offer better quality of service and additional services and thus we will 
achieve added value. Furthermore, we will offer a wide range of preferential long-term rentals 
and passes. 
 
Table 11 Price List 
Price List  
Hourly rent of a court outside CZK 150 
Hourly rent of a court in the hall CZK 350 
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Training unit for one hour with a coach (price is divided by the number of 
players, here calculated for an individual) 
CZK 400 
Season ticket to all leisure sports grounds for one year with unlimited 
access (except for a tennis court) 
CZK 27,000 
Training unit with a fitness trainer CZK 250 
Hourly rejuvenating massage CZK 400 
Source: My own processing 
 
Place 
For each business location is an important factor. Location with good access for clients, close 
to public transport, as well as good conditions for free parking, enough parking places and 
pleasant location are the main attributes of well selected location. Tennis courts tend to be the 
most pleasant when they are located in the park, forest and when surrounded by trees, and 
from this reason there is less wind and pleasant shade. 
 
Promotion 
Bearing in mind the specifics of the services offered the most appropriate type of promotion 
will be the Internet. Nowadays, people seek similar facilities almost always on the Internet, as 
most of these facilities have their own websites and it is easy to trace which facility is better, 
which offers a better price or opening hours. Thus it will be important to register the tennis 
centre website on the most used search engines (www.google.cz, www.seznam.cz). It will 
certainly be a good promotional tool to create banners that will be placed on the website of the 
local retailers with a corresponding range of equipment and services, as well as on the website 
owith sports themes, preferably the ones that will be connected with the tennis centre. The 
most important will be a well-crafted website by which customers will not be deterred, which 
will be clear and understandable. On the website there will all necessary information about the 
possibility of using the tennis centre, prices and opening hours of the centre, and it will also 
be possible to perform reservation of courts on it. Furthermore, there will also be created 
pages on social network site Facebook, the advantage is a high number of users and 
advertising on Facebook is free. 
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Another promotion is the use of leaflets, which will inform about the opening of the new 
tennis centre. These leaflets will be well prepared to appeal to customers and leave their mark 
in the mind to remember. These leaflets will be distributed to schools, surgeries, shopping 
centres, at tennis tournaments, and at places where there potential clients appear. 
 
Communication 
From the customer's perspective communication is a very important thing. The manager and 
coaches must constantly communicate with both trainees and their parents. Mutual 
communication is essential to understand the needs and wishes of the client, therefore, the 
emphasis will be on that both coaches and the manager were communicative. 
 
3.1.7 Financial plan 
 
Investment costs of the business plan 
In the plan there is a construction of the tennis centre, the tennis courts will have standard 
specifications and dimensions. There will be available 6 outdoor courts with clay and 2 in-
flatable year-round indoor tennis courts with a carpet. Further on, in the tennis centre there 
will be a year-round indoor fitness centre, massage parlour, swimming pool of the dimen-
sions of 10×5×1.5m, as well as a whirlpool, smaller steam room and smaller sauna. From 
outdoor sports grounds there will be a soccer playground, beach volleyball court and climb-
ing boulder wall. 
 
Ground 
Ground should meet the intention of the business plan, both in term of price and in terms of 
good accessibility and pleasant environment. According to counted m² needed per a court and 
other sport grounds it is ideal for the ground to measure about 10,000 m². It is clear that this 
ground will be hard to find in the middle of an urban area and therefore it will the best to 
build on the outskirts of the city or in a small village near a big city. If the village agreed with 
the plan to construct the tennis centre it would be possible to acquire the ground for a 
symbolic price. The highest possible price acceptable of the ground will be up to CZK 1,500 
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per m². Therefore the price of ground will be between CZK 1 and CZK 15,000,000. This entry 
in the investment costs will of course create the highest difference between optimistic and 
realistic net present value and payback period. 
The most ideal platform would be a square of the dimensions of 100×100m. But this is not a 
condition. Assignment of the project to the designer will take place after the selection of 
suitable ground and its subsequent purchase. 
 
Construction of tennis courts, hall, and other sports grounds 
Construction of tennis courts is made to order. After a thorough market research I came to the 
conclusion that the most ideal would be to address TENNIS SCHMID company. Thanks to 
the fact that the company has already been active in the market for a long time and belongs to 
the best one in the Czech Republic, regarding quality and price, there can be expected smooth 
progress of work. The price of construction of 1 clay court is CZK 330,000 with this company 
and construction of an artificial surface, namely of the carpet, is therefore CZK 650,000. This 
price includes a project and project documentation, permits, construction and transportation. 
The price of construction of 6 clay courts and 2 courts with an artificial surface would thus be 
CZK 3,280,000. I believe that that it would be possible for such a contract to negotiate a 
discount. 
Two tennis courts will be covered by an inflatable hall. Delivery and installation of the 
inflatable hall is already included in the price of its acquisition. For a hall size corresponding 
to two tennis courts (35×35×9m) the average offered price in within the range of CZK 
2,000,000 – 2,250,000. It always depends on the quality of processing and mainly on the type 
of the supplied hot-air blower and the type of lighting. Different halls have different energy 
consumption. For our purposes, there was chosen Calypso Group company, which offers a 
hall for two courts for CZK 2,100,000, it is a company that operates throughout Europe and 
belongs to the top ones in their field. 
Another outdoor sports grounds are a beach volleyball court and here Forwardtennis company 
offers construction for CZK 620,000. Football multi purpose field with the dimensions of 
40×20m is suitable for additional sports of tennis players such as football, handball, 
volleyball, and it is offered by Sport cité company for CZK 1,000,000. Further on, a climbing 
boulder exterior wall from laminate by Saw Stones company costs CZK 300,000 and that 
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includes the whole installation and the sand beneath the wall, the wall will be up to 3 meters 
high so there will not have to be supervision and climbing therefore will be at your own risk. 
In the indoor sports grounds there will be a small fitness centre with a massage parlour, where 
the price will be up to CZK 1,000,000 and this includes fitness machines and equipment, in 
the fitness we can find especially balancing platforms and equipment of this kind that is the 
most appropriate for tennis players, there will also be available traditional fitness machines. A 
stainless steel pool with the dimensions of 8×4×1,5m is offered by JUMING s.r.o. company 
for CZK 990,000. For our purposes sufficient is a sauna, whirlpool and steam bath for 5-6 
people, and here the price is up to CZK 900,000 with Reest  21s.r.o. company for all these 3 
items. 
 
Construction of facilities for the tennis centre 
Facilities for the tennis centre will include a bar with restaurant, reception, room for office 
space, storage room for material and spare sports equipment as well as sanitary facilities 
connected with a dressing room and terrace, on which it will be possible to set up a garden 
with refreshments in the summer months. In addition, there will be all indoor sports grounds 
here. The estimated floor area of the building is 1500m² and the building will have two floors. 
In the calculation there is included fencing of the area. Given the current lack of knowledge of 
the ground and its specifications, the price calculation is only approximate. For a possible 
underestimation of the calculation we will count with 10% of the reserve price calculated 
from the prices of construction work. The price of construction of facilities for the tennis 
centre should be approximately CZK 10,028,043 (the list of individual items is summarized in 
Table 12; prices are taken from the calculation program in Buildpower construction) 
 
Table 12 Individual items of facilities for the tennis centre 
Activity / Material Price 
Earthwork CZK 430,748 
Basics CZK 1,940,842 
Vertical Structures CZK 2,770,400 
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Horizontal Structures CZK 2,030,000 
Surface Finishes, Floors CZK 1,300,417 
Scaffolding CZK 89,964 
Indoor Equipment CZK 800,000 
Other Costs and Reserve CZK 889,130 
Total CZK 10,028,043 
Source: My own processing 
 
Initial costs for running the tennis centre 
This includes administrative expenses related to the foundation of the company, marketing 
expenses and the costs of purchasing the necessary initial equipment. These costs should 
be of approximately CZK 727,001 (the list of individual items is precisely stated in Table 13, 
prices based on the average amount of retailers bids). 
 
Table 13 Initial costs for running the tennis centre 
Activity / Material Price 
Notary, Judicial and Administrative Fees CZK 17,000 
Fees for the Establishment of the Limited Liability Company CZK 1 
Website Creation CZK 10,000 
Production and Distribution of Leaflets CZK 5,000 
Tennis Balls CZK 10,000 
Tennis and Sports Equipment CZK 5,000 
Restaurant and Bar Equipment CZK 500,000 
Cloakroom Equipment CZK 50,000 
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Office Equipment CZK 50,000 
Hardware for Management CZK 30,000 
Other Expenses and Financial Reserve CZK 50,000 
Total CZK 727,001 
Source: My own processing 
 
By tennis and sports equipment I mean cones, targets, balls for football and beach volleyball, 
etc. By bar and restaurant equipment I mean a refrigerator, glasses, plates, chairs, tables, 
coffee machine, cash box, oven, stove and other stylish interior decoration. By locker 
equipment I mean lockers and benches. For office equipment there is a need of a computer, 
furniture and office equipment. By technical hardware for management I mean nets for 
sweeping, pokers, shovels, tools and resources for cleaning, as well as chemicals for pool 
operation. Among other costs we can include initial filling of the pool, and a reserve for 
unpredictable events as breaking of nets for court sweeping. 
 
Total investment costs 
From the above mentioned calculations and costs the preliminary investment costs will be 
approximately CZK 20 945 045 – 35 945 044. Reserves were calculated when creating the 
prices of individual project phases. Prices for each individual phase are summarized in this 
table. 
 
Table 14 Total investment costs 
Activity Price 
Grounds CZK 1 – 15 000 000 
Construction of tennis courts and halls and 
other sports facilities 
CZK 10 190 000 
Construction of tennis centre facilities CZK 10 028 043 
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Initial costs for operating of the tennis centre CZK 727 001 
Total  CZK 20 945 045 – 35 945 044 
Source: My own processing 
 
Operating costs schedule 
Given the fact that we count with an inflatable hall on the premises there is a need to count 
with different amounts of operating costs in the summer and winter months. In the winter 
months it is necessary to take into account higher energy consumption (+ CZK 12 
000/month). Other major operating costs will be in the inner part of the center relaxation 
rooms as the swimming pool, whirlpool, sauna, steam room and showers. Approximate 
annual operating costs are summarized in the following table. 
 
Table 15 Operating costs schedule 
Costs Monthly Annually 
Telecommunication Costs CZK 1 000 CZK 12 000 
Energy, Water, Heating CZK 50 000 CZK 600 000 
Marketing Costs CZK 500 CZK 6 000 
Cots on Operating of Bar 
and Restaurant 
CZK 30 000 CZK 360 000 
Wage Costs CZK 116 000 CZK 1 392 000 
Other Costs CZK 10 000  CZK 120 000 
Total CZK 207 500 CZK 2 490 000 
Source: My own processing 
By other costs we mean the costs of routine maintenance of the premises. 
 
Revenue plan 
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The revenue plan is set out in three options. In the pessimistic, optimistic, and realistic option. 
For the pessimistic scenario we expect the use of courts by tennis training units and the same 
by training fitness units and rejuvenating massage to be 30% of daily usage, for the optimistic 
scenario to be 60% and for the realistic one 45% of daily usage.  
On the premises we expect around 200 parents or clients, so that is why we use the same 
calculation for season tickets for all leisure sports grounds for one year with unlimited access. 
And the purchase of 30% of the parents for the pessimistic option, for the realistic one 45%  
and 60% for the optimistic one. To determine planned revenues of the restaurant, bar and 
reception is difficult due to the different possibilities of the number of clients and their orders 
and therefore we count with a profit of CZK 3,000 per day.  
 
Revenues for all three options for the first year of business are summarized in this tables. 
The pessimistic variant 
Table 16 The pessimistic variant 
 
Source: My own processing 
The realistic variant 
Table 17 The realistic variant 
 
Source: My own processing 
The positive variant 
Table 18 The positive variant 
January February March April May June July August September October November December Annually
Hourly rent of a court in CZK 105 000 105 000 105 000 99 000 99 000 99 000 99 000 99 000 99 000 105 000 105 000 105 000 1 224 000
Training unit in CZK 15 000 15 000 15 000 33 000 33 000 33 000 33 000 33 000 33 000 15 000 15 000 15 000 288 000
Season ticket in CZK 1 620 000 0 0 0 0 0 0 0 0 0 0 0 1 620 000
Revenues of the restaurant in CZK 93 000 93 000 93 000 93 000 93 000 93 000 93 000 93 000 93 000 93 000 93 000 93 000 1 116 000
Total 1 833 000 213 000 213 000 225 000 225 000 225 000 225 000 225 000 225 000 213 000 213 000 213 000 4 248 000
January February March April May June July August September October November December Annually
Hourly rent of a court in CZK 156 240 156 240 156 240 150 660 150 660 150 660 150 660 150 660 150 660 156 240 156 240 156 240 1 841 400
Training unit in CZK 46 500 46 500 46 500 100 440 100 440 100 440 100 440 100 440 100 440 46 500 46 500 46 500 881 640
Season ticket in CZK 2 430 000 0 0 0 0 0 0 0 0 0 0 0 2 430 000
Revenues of the restaurant in CZK 93 000 93 000 93 000 93 000 93 000 93 000 93 000 93 000 93 000 93 000 93 000 93 000 1 116 000
Total 2 725 740 295 740 295 740 344 100 344 100 344 100 344 100 344 100 344 100 295 740 295 740 295 740 6 269 040
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Source: My own processing 
Cash budget 
Cash budget is a basic financial plan that includes a list of planned revenues and expenditures. 
The budget is a part of the financial plan and it helps in planning to achieve financial goals. It 
can be compiled at the level of a state, organization, businessman, project, family or 
individual. Here we count with a realistic option of profits. It is a cash budget for the first year 
of the tennis center, for the next year the same cash budget is expected.  
 
Table 19 Cash budget 
 1Q 2Q 3Q 4Q Total 
Costs      
Telecommunication CZK 3 000 CZK 3 000 CZK 3 000 CZK 3 000 CZK 12 000 
Energy CZK 150 000 CZK 150 000 CZK 150 000 CZK 150 000 CZK 600 000 
Marketing CZK 1 500 CZK 1 500 CZK 1 500 CZK 1 500 CZK 6 000 
Purchase of goods 
and raw materials 
CZK 90 000 CZK 90 000 CZK 90 000 CZK 90 000 CZK 360 000 
Personal CZK 348 000 CZK 348 000 CZK 348 000 CZK 348 000 CZK 1 392 000 
Other Costs CZK 30 000 CZK 30 000 CZK 30 000 CZK 30 000 CZK 120 000 
Total costs CZK 622 500 CZK 622 500 CZK 622 500 CZK 622 500 CZK 2 490 000 
Revenues      
Gross margin on 
sales of goods 
 CZK 279 000 CZK 279 000 CZK 279 000 CZK 279 000 CZK 1 116 000 
Gross margin on 
sales of services 
CZK  3 038 220 CZK 753 300 CZK 753 300 CZK 608 220  CZK 5 153 040 
Total Revenues CZK 3 317 220 CZK 1 032 300 CZK 1 032 300 CZK 887 220 CZK 6 269 040 
Gross profit CZK 2 694 720 CZK 490 800 CZK 490 800  CZK 264 720 CZK 3 779 040 
Source: My own processing 
 
Evaluation of effectiveness of investment 
As a tool for evaluating the effectiveness of investment I chose the method of net present 
value and payback time of investment.  
January February March April May June July August September October November December Annually
Hourly rent of a court in CZK 210 000 210 000 210 000 198 000 198 000 198 000 198 000 198 000 198 000 210 000 210 000 210 000 2 448 000
Training unit in CZK 62 000 62 000 62 000 133 920 133 920 133 920 133 920 133 920 133 920 62 000 62 000 62 000 1 175 520
Season ticket in CZK 3 240 000 0 0 0 0 0 0 0 0 0 0 0 3 240 000
Revenues of the restaurant in CZK 93 000 93 000 93 000 93 000 93 000 93 000 93 000 93 000 93 000 93 000 93 000 93 000 1 116 000
Total 3 605 000 365 000 365 000 424 920 424 920 424 920 424 920 424 920 424 920 365 000 365 000 365 000 7 979 520
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For the calculation of the net present value I determined the following criteria. The lifetime of 
the project is 10 years. It is likely that after 10 years there will be a need for new investment, 
higher than commonly calculated one, on the modernization of the premises (a new inflatable 
hall, reconstruction of tennis center background, complete reconstruction of the courts). 
 
Values of NPV and payback time are shown in Table 20. 
 
Table 20 NPV and payback 
 NPV PayďaĐk 
The pessimistic variant 
 
CZK -9 863 59 
 
ϴ Ǉears aŶd ϲ ŵoŶths 
The realistic variant 
 
CZK 2 544 981 
 
ϱ Ǉears aŶd ϵ ŵoŶths 
The positive variant 
 
CZK 13 046 815 
 
ϰ Ǉears aŶd ϲ ŵoŶths 
Source: My own processing 
 
 
The net present value index is positive for the realistic and optimistic options, on the other 
hand pessimistic option is significantly negative. In the case of attendance only 30%, with 
which the pessimistic option counts, the business plan would not be feasible. For the business 
plan it will therefore be crucial for the performance to be reaching at least 42%. During this 
performance, the NPV is to close to 0, so that the project ceases to be a loss. The payback 
period is acceptable for the optimistic and realistic option. With the pessimistic option again 
the value is outside acceptable limits. 
 
Funding of the project 
For this business plan we count with one large investor or a group of investors, the best form 
would be, however, if the tennis center was sponsored by a worldwide tennis brand or a 
corporation or investment company because they have a large capital. If a smaller or medium-
sized investor, for example, tried to get a loan for this tennis center, they would have to 
guarantee with all their property and assets which is a considerable risk and probably a loan 
would not granted anyway. 
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Timetable for implementation of the business plan 
 
The start of construction is planned for 2018. Until then, it is necessary to obtain a large and 
stable financial investor. Further on, it is important to obtain favorable grounds for the 
construction of the tennis center. These items will also be time consuming and we need to 
allocate sufficient time to them. Ideal start of construction of the center will be spring 2018. 
The construction will take from half a year up to one year. Then there is expected initiation of 
the tennis center. 
 
Risks analysis 
For successful implementation of the business plan it is important to state the risks that 
may jeopardize the project. If we accept the given risks, it will be possible to respond better to 
them and to reduce their impact.  
Internal threats are the lack of availability of the court, lack of interest in training. The 
measure is to carry out right promotion, as well as well to perform good training and doing 
this job with passion and joy. Once the results begin to appear and the awareness of the center 
will increase, there will be greater interest in the tennis center. 
 External risks are economic crisis, increased competition, increased taxes, and smaller 
orientation of youth to the sport as a whole. Measures to these external risks are demanding, a 
rise in competition can be avoided by selling the franchise licenses and regarding other risks 
such as increased taxes and reduced interest of youth in sport no action from our side can be 
taken. 
 
3.2 Proposal for extension of the franchise concept 
 
3.2.1 Foundation of the company and scope of business 
 
The best solution will be establishment of another company which will closely cooperate with 
the tennis center and namely on extension in the form of franchising, because of legal 
expediency for example when the tennis center goes bankrupt but also from the reason of an 
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easier overview and control for the manager. The company will be more legible and it will be 
easy to find out from the accounts the state of the franchise licenses.  
Company Name: Czech Tennis Centre Academy Franchisor 
Legal form: Limited Liability Company 
The scope of the Limited Liability Company will be: 
- provision of physical training and sports services in tennis 
- specialized retail and mixed goods retail 
- providing of physical training and sports facilities and facilities serving for regeneration and 
reconditioning 
 
3.2.2 Infrastructure 
 
Premises that will be used for granting of the franchise licenses will be in the tennis center, 
there will be a need for an office and a room for a smaller warehouse. The rent will be 
determined very symbolically for CZK 1 per year. 
Information and communication technologies, therefore hardware and software that will be 
needed, are one efficient notebook and further on applications connected with 
communication. And this is for example Skype, Messenger, and Whats up etc. These 
applications will be used for communication between the franchisor and franchisee. Another 
needed thing will be an efficient smart phone for the manager with the option of these 
applications. When calling abroad, these applications are very convenient and save costs with 
the operator.  
 
Employees 
Here, we can not talk about an organizational structure because there will be only one 
permanent employee, namely the franchise sales manager. The manager will be employed on 
the full-time employment basis for a definite period, their salary will be CZK 25,000 and this 
will be a perfect place for a fresh university graduate with experience in the tennis 
environment. Manager must be able to use English at a high-level and an advantage for these 
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candidates will be a good knowledge of German as well. Further on, there will be employed 
the most experienced and the best coach for a weekly training of franchisees, this coach will 
be employed on the work performance agreement basis and will be rewarded for each training 
of the franchisees by 20,000 CZK/week. Costs associated with the weekly training of the 
franchisees will be paid by the company. Accounting will be processed by an external 
accounting company. We assume complete utilization of services. From bookkeeping to tax 
return processing. Costs connected with bookkeeping should not on average exceed CZK 
2,000 a month. 
 
Goods and stock 
Among goods and stock belong equipment with franchise logos and promotional items. The 
equipment includes cones, targets, training equipment, racks and bins both rubbish and 
training ones with balls with franchise logos. Among promotional items belong clothes for 
tennis players, as well as the net against wind and shadow over fences, pens, and other 
promotional items. 
 
Capital 
The basic input capital will be much smaller than the one for the tennis center, it will be 
sufficient to cover the stock, technologies, salary for the manager, rent and it will be required 
to purchase a smaller van to transport goods related to the franchise and to transport people, 
namely the manager and the trainer to the training site. The initial investment will be CZK 
460 000. 
 
3.2.3 Marketing mix – 4Ps 
 
Product/Service 
Another major product is selling of franchise licenses both in the Czech Republic and abroad. 
Primarily, we count with selling of the license in the Czech Republic, Austria, the Slovak 
Republic, Poland as well as in Germany. The sale will be possible for newly emerging centres 
that would need to follow this concept and business plan. Also they will be able to purchase a 
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license of an already functioning centre, however, they will have to meet certain conditions 
for granting the license. Upon purchasing the license the customer will gain the whole 
concept, further on the know how to race training and the most modern training exercises, 
training from a long time practising established coach at the top level, of whom there is 
deficiency abroad compared to the Czech Republic, the training will be conducted at the 
franchisee´s place, the receiver of the license, for one week. Furthermore, they will gain the 
tennis centre brand, equipment with franchise logos and promotional items. The equipment 
includes cones, targets, training equipment, racks and bins both rubbish and training ones with 
balls with franchise logos. Among promotional items belong clothes for tennis players, as 
well as the net against wind and shadow over fences, pens, and other promotional items. 
 
Conditions for obtaining a license for already functioning centres are as follows: 
 - focusing on the race training for children and youth 
- at least the same number of courts both indoor and outdoor ones as in the business plan 
- another sports grounds for additional sports 
- fitness and wellness 
Each license application of franchise will be considered individually whether it meets the 
conditions. 
 
3.2.4 Price 
 
The price for the franchise license was fixed at CZK 200,000. And this was because of the 
cost of weekly training, equipment for the tennis center and promotional items.   
 
3.2.5 Place 
 
Distribution channels for franchising will be that the client, in this case the tennis centre, 
orders a license from the franchisor, the license could be probably found on the Internet, then 
the client sends the protocol of their conditions in the tennis centre, the franchisor considers 
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whether the franchisee meets the conditions, if so, they will further on agree together on the 
timetable about when will the centre be finished and ready, when the franchisor will be able to 
come and carry out training, to bring equipment and promotional items. Equipment and 
promotional items will be brought along together with the coaching trainer and manager to 
reduce the costs. 
 
3.2.6 Promotion 
 
The Internet seems to be the best type of promotion regarding the specific service offered. It 
will be therefore important to register the website for selling the franchise licence on the most 
used search engines (www.google.cz, www.seznam.cz). Creating banners will be another 
promotional tool. These banners will be then placed on the websites of local retailers who will 
have a matching offer of equipment and services, further on we can place the banners on 
websites orientated on sports theme, the best ones would be connected with tennis centres. 
The website must be well created, this is a key thing, because the customers should not 
discouraged to use it. The website will be organized and understandable. On the website there 
will be all information needed about the benefits of the franchise license and a price list. For 
example the social network Facebook will be used for creating a page as well, because the 
advantage is a high number of users and this advertisement is free of charge.  
Further promotion will hold the manager by travelling to tennis centers in person and offering 
franchising. But the manager will always have to contact the center first, get the contact for 
the owner or the manager, and then to deal with this possibility of their investments and 
arrange meetings. Random travelling to the centers would be without any results because the 
owner or the manager might not have to be present at all. Another option is visiting tennis 
tournaments, both in the Czech Republic and abroad, and offering the franchise licenses. It is 
therefore necessary for the manager to know English well when in touch with a foreign tennis 
center. However, a major condition for the success of this marketing is for the center, which 
has already been discussed above, to be well known and successful. If the youth is successful 
and the center prosperous, there will not be a shortage of people interested in franchise 
licenses. 
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3.2.7 Communication 
 
In terms of acquisition of the franchise license the centre, which acquires this license, is 
expected to communicate at a good level twice as much. The franchisee and franchisor will 
communicate with each other using modern technology such as Skype, Messenger, Whats up 
etc. due to low costs especially in case of international calls. Further on it must not be a 
problem for the manager when there appears a bigger problem to visit the franchisee in person 
and possibly also with the coach and solve or cope with the problem given. 
 
3.3 Financial plan 
 
3.3.1 Investment costs of the business plan 
 
From the above mentioned calculations and costs the preliminary investment costs will be 
approximately CZK 460 000. Prices for each individual phase are summarized in this table. 
Table 21 Investment costs of the business plan 
Activity Price 
Website Creation CZK 10 000 
Technologie CZK 30 000 
Goods and Stocks CZK 20 000 
Motor Van CZK 400 000 
Total CZK 460 000 
Source: My own processing 
 
Operating costs schedule 
Approximate annual operating costs are summarized in the following table. 
Table 22 Operating costs schedule 
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Costs Monthly Annually 
Telecommunication Costs CZK 1 000 CZK 12 000 
Marketing Costs CZK 500 CZK 6 000 
Wage Costs CZK 27 000 CZK 324 000 
Rent CZK 0.083 CZK 1 
Fuel and other costs CZK 10 000 CZK 120 000 
Total CZK 38 500.083 CZK 462 001 
Source: My own processing 
 
3.3.2 Cash budget 
 
Cash budget, which is a basic financial plan, includes a list of planned revenues and 
expenditures. A part of the financial plan is the budget which helps to plan achieving financial 
goals. The budget can be put together at the level of a state, organization, businessman, 
project, family or individual. The option for profits is realistic here. This is a cash budget for 
the first year of the tennis center and next year we expect the same cash budget.  
 
Table 23 Cash budget 
 1Q 2Q 3Q 4Q Total 
Costs      
Telecommunication CZK 3 000 CZK 3 000 CZK 3 000 CZK 3 000 CZK 12 000 
Technolgie CZK 30 000 CZK 0 CZK 0 CZK 0 CZK 30 000 
Purchase of goods 
and raw materials 
CZK 20 000 CZK 0 CZK 20 000 CZK 0 CZK 40 000 
Personal CZK 27 000 CZK 47 000 CZK 27 000 CZK 47 000 CZK 148 000 
Marketing CZK 1 500 CZK 1 500 CZK 1 500 CZK 1 500 CZK 6 000 
Travel CZK 2 000 CZK 20 000 CZK 2 000 CZK 20 000 CZK 44 000 
Rent CZK 0.25 CZK 0.25 CZK 0.25 CZK 0.25 CZK 1 
Total costs CZK 83 500.25 CZK 71 500.25 CZK 53 500.25 CZK 71 500.25 CZK 280 001 
Revenues      
Gross margin on CZK  0 CZK 200 000 CZK 0 CZK 200 000  CZK 400 000 
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sales of services 
Total Revenues CZK 0 CZK 200 000 CZK 0 CZK 200 000 CZK 400 000 
Gross profit CZK -83 500.25 CZK 128 499.75 CZK -53 500.25 CZK 128 499.75 CZK 119 999 
Source: My own processing 
 
This cash budget is calculated for the first year of operation of the franchise licenses sale. 
Next year we expect the same licenses sale as in the first year, namely two, it is possible that 
the number of licenses sale should increase during a few years, however, we do not know by 
how many, how quickly, and it is unpredictable. Therefore, we count with this realistic option 
for each additional year.  
 
3.3.3 Funding of the project and Evaluation of effectiveness of investment 
 
In this case for the evaluation of effectiveness of investment we need to determine when the 
investment costs will be paid back. The calculation is 460,000: 119,999 = 3.83. This means 
that the pay back will be in 3 years and less than 10 months, we counted with this, even with 
when the break even point starts. With the same number of revenues, every other year will 
make a profit of approximately CZK 120,000. However, by increasing the sales of the 
franchise license by three every year, it will have been CZK 260,000 annually. And at high 
interest in the franchise license to there will be an option to increase the price and thus to 
increase the revenues. This investment should have a quick return, and it seems ideal for the 
operation of the tennis center.  
 
3.4 Risks analysis 
 
For successful implementation of the business plan it is important to state the risks that may 
jeopardize the project. If we accept the given risks, it will be possible to respond better to 
them and to reduce their impact. 
Internal threats are lack of interest in franchise licenses and a poorly chosen manager. The 
measures are correctly chosen promotion, and a fair hiring procedure with many candidates 
and testing them whether they are aware of the tennis world and whether they themselves 
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have a positive attitude to tennis and experience with it, and whether these things are not just 
written in the curriculum vitae. Another risk is for the tennis center to go bankrupt and 
together with that therefore a hardly salable concept of franchising if the first center was non-
competitive. The measures are described in chapter Risk analysis of own tennis center. 
External risks are economic crisis, increased competition, increased taxes, and smaller 
orientation of youth to the sport as a whole. Measures to these external risks are demanding, a 
rise in competition can be avoided by selling the franchise licenses and regarding other risks 
such as increased taxes and reduced interest of youth in sport no action from our side can be 
taken. 
 
 
86 
  
4 Conclusion 
 
The main aim of the thesis was creating a business plan for the establishment of 
a tennis centre and its extension through franchising, and to determine whether there is a real 
chance to succeed in the market. This business plan could be used as a tool for planning and 
decision making in the emerging company. On the other hand, for effective business, it is very 
important to realize, that the statements contained in this created business plan, are not 
permanently valid in time and thanks to the development of the market, competition and 
changes in customer preferences, it is changing. Therefore, it is important to constantly 
monitor the market and aspects necessary for business.  
The theoretical part defines the term business plan and sets out procedures and 
recommendations for processing of the business plan. Strategic analysis is another point of 
this part. In this strategic analysis there is defined mainly Porter's 5 factor model of 
competitive environment to determine the internal environment of the company, SLEPTE 
analysis to determine the external environment of the company and SWOT analysis to define 
opportunities and threats to business in this area. Further on I also define concepts of the 
marketing plan and the options of financing of business plans and subsequent evaluating of 
the effectiveness of investments.  
The following part of this work analyses the current situation, in which you enter into 
business. The key processed analyses are Porter's 5 factor model of competitive environment,  
SLEPTE analysis, analysis of the current competition and also the identification of target 
customer segment. From these analyses, it is evident that for this type of business there 
prevail favourable conditions. Furthermore, I would also like to mention that in the analysis of 
the current state it was revealed that the concept of franchising of the tennis center does not 
exist in the Czech Republic so far, and that gives us an advantage over the competition.  
The custom design solution includes two variations for the establishment of the tennis centre 
and its extension through a franchising concept. Both variations are strongly linked together. 
The ideal course of action is to find a big investor, construction of the tennis centre, tennis 
centre operation is started, and then gradual extension of the concept through franchise 
licenses. At the same time, however, there must be under way honest youth training which 
should show some results at youth tournaments not only in the Czech Republic but also 
abroad, and thus the centre would extend and get into the notion of tennis environment. If it 
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worked out successfully there would not be a shortage of interest in franchise licenses. In the 
plan for the tennis centre there was created a revenues plan for a pessimistic, realistic and 
optimistic variation. Then there is the investment calculation in the form of the net present 
value, which came out positive for the optimistic and realistic variation. The payback time is 
for the realistic variation 5 years and 9 months. For the franchise concept there was calculated 
the payback time for 3 years and 10 months, namely regarding an average sale of two 
franchise licenses annually, but the potential is greater here.  
Based on the above factors, I have concluded that this type of business has a real chance of 
success and I would recommend implementation of this business plan.  
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Appendices 
 
Tennis centre questionnaire 
Would you welcome a new tennis and leisure centre? 
-Yes 
- No 
Does your child has tennis as a hobby? 
- Yes 
- No 
Would you chose tennis for your child as a hobby even though it is expensive? 
- Yes 
- No 
What is the price you would be willing to pay per hour of a tennis lesson of your child 
with a professional coach? (the price includes court costs, and the price is divided by the 
number of children in court, counting here with the individual) 
CZK 250-300 
CZK 300-350 
CZK 350-400 
CZK 400 and more 
What tennis surface do you prefer? 
- clay 
- hard 
- carpet 
- I do not know – I do not care 
II 
  
 
Would you use the services of a professional trainer yourselves? 
- Yes 
- No 
Would you use a possibility of other sports grounds yourselves during the lesson of 
your child? 
- Yes 
- No 
Would you use a discounted annual pass to all sports grounds? 
- Yes 
- No 
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